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Executive summary 
 
Rustibus Pte Ltd is Dalseide Shipping Services AS' Singapore office. The office sells surface 
preparation equipment in the Marine Maintenance Industry in the Southeast Asia region. In 
recent years, the Singapore office has experienced an increased competitive climate, as 
competitors offer a more diverse product line. Rustibus Pte Ltd is concerned that their current 
product line is maturing, and given an uncertain future, the strategic business unit is aiming to 
diversify the product line. The purpose of this thesis is to provide Rustibus Pte Ltd with 
useful information derived from relevant theoretical analyses and recommended strategies, to 
help them become more competitive in terms of diversification, and address what obstacles 
they might be facing in the future.  
 
Secondary data was collected to attain a deep insight in the internal and external state of 
affairs. A company analysis was conducted to identify the core competences, which 
determines the key abilities to diversify and meet future obstacles. Furthermore, primary data 
was collected to identify the customers’ and non-customer’s preferences, regarding surface 
preparation equipment and their perceptions of Rustibus Pte Ltd. The research sample was 
individuals working for companies in the Singapore, Malaysia and Hong Kong market. The 
purpose of the data collection was to understand the demand within the industry and identify 
the office's areas of improvement. To carry out the qualitative exploratory research, primary 
data was gathered through an e-mail survey, which allowed the respondents to give in-depth 
answers.  
 
The findings supported the conclusion of the internal and external analyses that a 
diversification strategy should be implemented to meet the increasing competitive 
environment in Southeast Asia. Rustibus Pte Ltd should expand their product portfolio to 
meet the demand, and reduce the uncertainty of customers' future purchase intentions. The 
discussion is limited to diversification within the same industry, as the information provided 
by the sponsoring company was limited to the Marine Maintenance Industry. However, the 
opportunity to expand into new businesses is also mentioned, but the group’s 
recommendation is to develop a product within the same business. The recommendation 
includes marketing mix strategies for the target market, which is Southeast Asia.  
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1.0 Part One 
1.1 Introduction 
Rustibus Pte Ltd agreed to have a meeting with us in late November 2010. We had the 
meeting in their Singapore office and they agreed to be our sponsor for our diploma after the 
initial meeting. In January 2011 we came up with a problem definition for our diploma that 
would form the basis and objective of our research on the Marine Maintenance Industry. The 
topic was chosen due to the company’s plans to diversify their product line and enter a new 
category. The company has four strategic business units (SBUs) around the world. The 
company prides itself on its focus on R&D, and has introduced a series of mechanical surface 
preparation products to the Marine Maintenance Industry over the past decades. We found 
the topic relevant, as it was mutually beneficial for the two parties in the way that we could 
help Rustibus in providing theoretical data and that we in turn would be challenged to meet 
Rustibus’ expectations. Part One of the report will start with an introduction to the company 
and the industry, followed by an internal and external analysis. Part One will end with 
research performed in cooperation with the company. Part Two will include strategic 
recommendations for the company, based on the analysis done in Part One and the findings 
from the survey. The forecast is set for the next five years, as we agreed in cooperation with 
Rustibus that this would be the time-scope of the study.  
1.2 Problem Area 
The assignment we were given from Rustibus was to help them in providing a theoretical 
analysis and research on how they could remain competitive in their industry and what 
obstacles they might be facing in the future generally. The research methodology is shown in 
Figure 5 in the introduction to the survey research at the end of Part One. Secondary data 
such as the Internet, lecture notes, textbooks and information provided by Rustibus Pte Ltd 
were used in the analysis and research. Keynote, Word and Excel were used as tools to make 
tables and figures.  
The survey focused on highlighting the existing thoughts amongst the respondents about the 
Rustibus product and the industry. It also includes thoughts and hopes for the future of the 
Marine Maintenance Industry. With this information as a background and the basis of our 
diploma, we adopted a problem definition. 
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1.2.1 Problem Definition 
The problem definition will try to establish if Rustibus should diversify their product line, 
and what general obstacles they might be facing in the future. In collaboration with Rustibus 
we came up with the following problem definition for our research: 
 
1.3 Limitations 
Rustibus Pte Ltd is a wholly owned subsidiary of the Norwegian company Dalseide Shipping 
Services AS (DSSAS). Due to the fact that Rustibus Pte Ltd has the responsibility for six 
geographical markets, we needed to focus our research on a smaller scale. In co-operation 
with Rustibus Pte Ltd, we came to a conclusion that we would focus on three markets within 
the Southeast Asian region: Singapore, Hong Kong and Malaysia. The reason why these 
markets were chosen was that Rustibus had a strong presence in these markets and that they 
have a strong presence in the maritime industry. Furthermore, we have focused our thesis on 
Rustibus Pte Ltd, although some parts of the analysis will cover the whole company to 
describe the position of the company. We also have to include the whole company in regards 
to future developments, as Rustibus Pte Ltd is not a manufacturing unit.  
 
1.4 Company Background 
Rustibus offers a product line of mechanical maintenance products. Tore- and Bjørn Ove 
Dalseide founded the business in 1978 in Austevold, Norway. Dalseide Shipping Services 
(DSS) has been the company name for more than 30 years, but on the 1st of February 2011, 
the company changed its name to Rustibus, due to their international recognition from the 
brand. The name-change is part of the company's rebranding of its strategic business units 
(SBUs) in Antwerp (Belgium), Singapore and Houston. The compnay in Bergen, Norway, 
will continue to go under the name Dalseide Shipping Services AS. Rustibus' de-scalers are 
exported worldwide through these offices. Because of the name-change, the company will be 
addressed as Rustibus in this thesis (Official name-change statement from Director Tore 
Dalseide). The company is controlled from its branch in Bergen, but the main office is in 
Should Rustibus diversify their product line, and what obstacles could they be facing in 
the future generally? 
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Antwerp. In total, the SBUs constitute 11 geographical markets, which are situated 
strategically to serve key shipping hubs. 
 
1.5 Rustibus' Products 
 
The product line of Rustibus de-scalers has evolved over several years. Bjørn Ove Dalseide 
invented the first Rustibus de-scaler, in an effort to find an efficient way to remove rust from 
a ship. While the ship was afloat, Mr. Dalseide had the idea of high speed drum chains to 
remove the rust effectively. After constructing and testing the machine on the vessel, he 
found that it worked surprisingly well. To prevent someone from stealing his idea, he threw 
the machine in the ocean, and continued to work on his idea when he returned to the 
mainland. Since then, the product line has evolved to consist of de-scalers in different sizes 
for various applications, air compression machines, and the introduction of hand-held- and 
electronic machines. Rustibus categorize their products by type in the following way:  
- Rustibus Surface Preparation Equipment 
- Air Treatment and Pneumatic Equipment    
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- Safety Equipment 
They also categorize by various applications:  
- Large Area Surface De-Scaling 
- Mid-Size Area Surface 
- Spot Scaling 
- Cargo Hold De-Scaling & Cleaning 
- Newbuild Package 
- Ballast Tank Package 
- Ventilation" and "Lubrication and Safety.1  
All in all, they offer a portfolio of products for various applications in the Marine 
Maintenance Industry. 
 
The Rustibus "walk-behind" de-scalers are designed to de-scale and power brush decks on 
ships and rigs. After de-scaling, the surface is left clean and smooth up to a SA 2.0 - SPCC - 
SP11 standard. These standards indicate the standard for various surface finishes. SA 2 is a 
commercial cleaning finish (removal of mill scale, rust scale paint) and SP11 is a standard for 
power tool cleaning on bare-metal.2 According to Rustibus, the standards are obtained 
without time-consuming and costly methods of removing old paint and rust. Rustibus 
machines are the most powerful mechanical de-scalers available, and the chain-link system 
ensures that the steel is not damaged from its operation. The patented chain-link system has 
been the key to Rustibus' success for more than 30 years. The system incorporates chains 
connected to a rotary machine, which spins the chains at such a high frequency that it 
removes rust and paint from surfaces. 
Resources and core competencies 
With its high quality de-scalers, Rustibus operates in the Marine Maintenance Industry. The 
company has a global network of customers, and has responded to the needs of divergent 
markets by adapting their products to the needs of local markets; for instance, offering 
machines with different power consumptions (V 440, V 220 and V 110). Research and 
development (R&D) are major resources of the company, and has contributed to the 
evolution of the Rustibus product line. Technological innovations are critical to stay 
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competitive in the evolving Marine Maintenance Industry, and R&D has been an important 
resource for the company's capability in technological innovation.3 	  
In the Marine Maintenance Industry, Rustibus' competitors use differing technologies to 
remove rust and clean surfaces, with varying advantages and disadvantages concerning 
safety, efficiency and the effect on the environment. Rustibus' mechanical machines are 
constructed and developed to be an environment friendly alternative for surface preparation.  	  
 
1.6 Rustibus' Singapore Office 
The Singapore office was established in October 2002, and controls the operations of six 
geographical areas: Australia, Central Asia, East Asia, Southeast Asia and the Middle East. 
The office employs Sales Manager Badrul Hisham Jasni, Rostam Mohamed who is 
responsible for Operations, Sales Engineer Bala Murugan and Administrative Assistant Doris 
Foo. It is not coincidental that Rustibus has a SBU in Singapore. Singapore is the busiest port 
in the world in terms of shipping tonnage, and offers shipping companies seamless global 
trade connectivity.4 For Rustibus, the Singapore location constitutes a large amount of 
potential customers in the region. Because of the country's centralized geographic location in 
the South East Asian region, Rustibus is situated in close range to several busy marine 
markets. The office serves the distribution and marketing function in this allocated area.5 
 
1.7 The Shipping Industry 
The world fleet consists of over 50,000 merchant ships trading internationally, registered in 
over 150 nations. In total, there are over a million seafarers manning the world fleet. The 
international shipping industry makes up around 90% of world trade, and is a necessity to 
maintain today’s level of import and export of goods, and consequently a driving factor to the 
world economy. Globalization has contributed to the shipping industry's expansion, lowering 
the cost barriers to exchange goods between markets. In addition to increased liberalization 
of transportation of goods across borders, the efficiency of shipping as a mode of transport 
can enable the shipping industry to grow further. Despite that, the industry is contingent on 
the world economy and will fluctuate according to its trends.6 	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Ships can be divided into several categories, depending on their usage. These are general 
cargo ships (39%), tankers (25 %), bulk carriers (13 %), container ships (7 %) and passenger 
ships (12 %). In addition, there are other types that make up roughly 4 % of the world fleet.  
Shipping is considered the safest and most environmentally friendly alternative for 
commercial transport. Compared to land based industry, shipping is a comparatively minor 
contributor to marine pollution from human activities. Furthermore, pollution from marine 
activities has been reduced considerably in the last 15 years, even with a massive increase in 
world sea borne trade.7  
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2.0 MICRO-ENVIRONMENT 
2.1 Internal Analysis 
An internal analysis will be used to map out the internal circumstances that could create a 
competitive advantage for Rustibus. It is necessary to establish what resources, capabilities 
and core competencies that Rustibus possess, because they are the foundation of competitive 
advantage.8 In addition, a value-chain analysis will be conducted to select which value 
creating competencies should be maintained, upgraded or developed, and those that should be 
outsourced. Furthermore, we will identify which resources and capabilities are Rustibus’ 
strengths and weaknesses, and which threats and opportunities Rustibus is currently facing. 
The result will be summarized in a SWOT matrix after the internal- and external analysis. 
The analytical tools used are valuable for a company, as they help the management to 
identify if the company’s internal circumstances are matching the vision and goals of the 
company. Finding the competitive advantages will also pinpoint which strategy the company 
should focus on, whether it is a cost-leadership- or differentiation strategy.    
 
 
Figure 1: Components of Internal Analysis Leading to Competitive Advantage and Strategic 
Competitiveness9 
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2.2 Resources 
The company’s assets can be defined as the available resources. Resources on their own do 
not constitute a competitive advantage; in fact, a competitive advantage is generally based on 
the unique bundling of several resources. Broad in scope, resources cover a spectrum of 
individual, social and organizational phenomena.10 Resources can be divided into two parts, 
tangible resources and intangible resources. In order to identify Rustibus’ competitive 
advantage, we are required to map out the resources that are bundled to create the 
organizational capabilities.  
 
2.3 Tangible Resources 
Tangible assets are assets that can be observed and quantified. The physical existences of the 
respective resources are often recognized as financial, organizational and technological 
assets. 
 
Financial resources 
One can argue that Rustibus is using a cost-leadership strategy, as the company is 
continuously seeking to save costs in the functional areas. As an example, Rustibus Pte Ltd 
has a relatively small advertising budget. The budget is not spent on branding. Instead, the 
head office distributes an amount of around SGD 100 000 for the staff to travel and conduct 
the pre- and after sales service for their customers. In addition, the inventory expenses are 
minimized. However, the cost saving financial utilization has been ineffective for Rustibus 
Pte Ltd, as the company has been unsuccessful in reaching the expected turnover. In 2010, 
the expected turnover was roughly SGD 2 000 000, which is SGD 400 000 short of their goal. 
The turnover increased by 10% in 2009. This resulted in a positive net cash flow. The net 
cash flow went from SGD -30 to SGD 100 000. Rustibus Pte Ltd is “debt free” in terms of 
not having outstanding loans from the bank. The company borrows its money from the head 
office in Norway. The current borrowing amounts are approximately SGD 900 000, which 
indicates that the borrowing capacity is strong.11 The current outstanding loan is relatively 
high, but since this amount is borrowed from the head-office, the reinvestment into the 
company should not be viewed as a financial weakness as long as the returns on investment is 
higher than the amount borrowed in the long term.    
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Organizational resources 
Dalseide Shipping Services has four strategic business offices distributed in three continents. 
The head office is located in Norway, where the top-management is stationed. The other 
branch offices have an operating sales manager who also works as a regional representative. 
The organizational structure is relatively flat, as there are few levels of intervening 
management between the staff and the managers. As a result, the Rustibus employees are 
treated as equal individuals, making communication more efficient due to the fact that they 
operate with an open-door policy. Furthermore, working closely among the employees is 
important. Maintaining a great team spirit within the strategic business offices is great way of 
motivating the staff. These are all factors that characterize Dalseide Shipping Services as an 
informal organization.  
The strategic business units operate free from top-management intervention, which gives the 
SBUs the opportunity to operate as an “own” business. The proactive organizational 
philosophy enables each office to develop its own market plans, customized towards the 
operating markets after an approval of the budget for each year. The company holds an 
annual general meeting in Europe, where each regional representative is present. Being a 
decentralized organization, all employees receive a report from the general meeting. By 
providing the employees with the report, the staff gains an insight into Rustibus’ current 
situation and consequentially contributes to developing strategic decisions.  
 
Technological resources 
The main de-scaling products have proven to be reliable in all the operating decades. The 
Rustibus machines require minor maintenance, which indicates that the product quality is of a 
high standard. The key to success is the use of specially prepared chain links to achieve these 
results.12 Rustibus is differentiated from the competitors through the patent for their chain 
link system. The technology of the product makes it very efficient in removing rust and 
corrosion; it also allows the customers to prepare surfaces on vessels while operating at sea.  
This form of surface maintenance is very environmentally friendly compared to the 
competitors’ products. Using the machines requires no training and one person can operate it, 
which is very convenient for the customers. 
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2.4 Intangible Resources  
Intangible assets are rooted deeply in the firm’s history, accumulated over time, and are 
difficult for competitors to analyze and imitate. The intangible resources are a superior source 
of core competencies. According to Hitt & Ireland “The success of a corporation lies more in 
the intellectual and the system capabilities than in its physical assets”.13  The intangible 
resources are often recognized as a firm’s human capital, innovation ability and their 
reputation.    
 
Human resources 
The Rustibus Pte Ltd employees are required to have a high level of competence and 
knowledge in de-scaling preparation, in order to be permitted to sell. Rustibus’ requirements 
from new employees are not based on academic achievement. The recruitment of Rustibus’ 
employees is based on their ability to be independent, dedicated and to take the initiative to 
achieve the company’s vision. Rustibus Pte Ltd believes that teamwork is essential to get the 
employees motivated. Collaboration is a function to motivate the employees and to produce a 
satisfying working-environment. Personnel satisfaction is the key to customer satisfaction 
and loyalty among customers.14  The company emphasizes the importance of staff marketing 
and sales skills. Most of the employees have previous experience within marketing or 
customer service. Employees with competent sales skills are crucial for Rustibus, in order to 
conduct successful pre- and after sales with the customers. The staff is primary appointed to 
sell, but have responsibilities in other functional areas that require operational competence. 
Building relationships with the customers is an important capability in a competitive 
business-to- business market. Rustibus Pte Ltd displays a high level of b2b marketing, by 
focusing on working closely with the customers and thereby downgrading promotions and 
branding. 
 
Innovation resources  
Continuous changes and regulations within the industry are the biggest obstacles for a 
company to be competitive. As an example, customer preferences fluctuate and Rustibus are 
determined to customize their products to customers’ needs at any time. Rustibus have 
already demonstrated innovative capabilities by expanding their product line. Alongside the 
main de-scaling products, they are offering ventilation, lubrication and safety products.  
Recently, Rustibus Pte Ltd has expanded their services for their customers by offering rental 
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schemes. This had preliminary success, as many ships use surface preparation products only a 
few times during one year.15 To work closer with the customers in the Middle-East market, 
Rustibus have plans to establish a strategic business unit in Dubai, as the Middle-East market 
is growing rapidly. In addition, Dalseide Shipping Services AS is involved in a project with a 
company called Pinovo, which can become a future opportunity for the whole company and 
for Rustibus Pte Ltd.16 Pinovo is a revolutionary and innovative tool in the surface 
preparation market. The product is a closed de-scaling machine with a vacuum function, 
meaning that no waste will be transmitted to the surroundings of the machine while operated. 
The machine is made of aluminium oxide, and is based on a new technology that utilizes tiny 
durable stones, which removes rust in a more efficient, cost efficient and environmentally 
friendly way than previous Rustibus de-scaling machines. The Pinovo product will be 
targeting the oil industry for applications such as removing rust from oil pipes.  
The technology behind Pinovo is developed by Dalseide Shipping Services, which is going 
into a 50/50 joint venture with an established oil company. Partnering with an oil company 
provides a major oil knowledgeable resource, which will ease the transition into the oil vessel 
and pipe surface preparation market. It is important to point out that Pinovo is a new venture, 
and not part of the Rustibus and Dalseide Shipping Services business. The Rustibus range of 
de-scaling machines has not been certified for LNG vessels, as they tend to cause sparks 
when the mechanical chains hit metal surfaces, and there are strict regulations concerning 
sparks onboard vessels transporting flammable liquids. However, Rustibus is in the process 
of acquiring a certification to use their machines on LNG vessels, which is a great 
opportunity for the company.   
 
Reputation resources 
In the last couple of years, the buying process for many businesses have been affected by the 
growing global focus on “making the world greener”. Rustibus products are perceived to be 
one of the most environmentally friendly within the industry, which gives them an 
advantageous position. Rustibus products are also known for good quality and durability. 
Reputation is a factor that is highly valued by Rustibus Pte Ltd. Executing good pre- and after 
sales for every service is one of their strategies to retain a good reputation within the markets. 
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2.5 Capabilities  
“Capabilities exist when resources have been purposely integrated to achieve a specific task 
or a set of tasks”.17 The firm’s use of human capital is important. It is one of the most 
important resources for using capabilities more competitively in the functional areas. The 
typical functional areas are; distribution, human resources, management information systems, 
marketing, management, manufacturing and R&D. Capabilities are often based on 
developing, carrying and exchanging information and knowledge. The foundation of many 
capabilities lies in the unique skills and knowledge of a firm’s employees, and often, their 
functional expertise.18 Consequentially, the expertise will make the resources more valuable 
and sustainable. Rustibus’ strategic use of resources have resulted in: 
 
- A positive net cash flow 
- A strong global presence (The four strategic business units in three continents) 
- A comprehensive reference list  
- Being innovative, by introducing rental schemes 
- Good sales staff, keeping the customers loyal 
2.6 Core Competencies  
The capabilities that serve as a source of competitive advantage for a firm, over its rivals 
within the industry, are defined as core competencies. Core competencies distinguish a 
company competitively and reflect its personality. Core competencies emerge over time 
through an organizational process of accumulating and learning how to deploy different 
resources and capabilities.19  In order to identify competitive advantage, it is convenient to 
use two types of tools. The first one consists of four specific criteria of sustainable 
competitive advantage that firms can use to determine those capabilities that are core 
competencies. The criteria state that the capabilities should be valuable, rare, costly-to-
imitate or non-substitutable in order to be core competencies.20 Not all capabilities are core 
competencies, according to Scott Newbert; for a capability to be a core competence, it has to 
be valuable and unique from a customer’s point of view. The extent to which each capability 
satisfies the criteria, tells you how competitive the capability is. There are four levels of 
competitive consequences for each capability; competitive disadvantage, competitive parity, 
temporary competitive advantage and sustainable competitive advantage. The second tool is 
the value chain-analysis, which will be discussed later in the internal analysis.  
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For Rustibus, the capabilities that are sustainable competitive advantages are determined by 
the four criteria of valuable, rare, costly to imitate and non-substitutable. The model used is 
adopted form Hitt & Ireland.21 The results of an examination are summarized in Table 1. 
 
 Valuable? Rare? Costly-to-
imitate? 
Non-
substitutable 
Competitiv
e 
consequenc
es 
Financial 
resources 
 
Yes 
 
No 
 
Yes 
 
Yes 
Temporary 
competitive 
advantage 
 
Location 
SBU’s 
 
Yes 
 
No 
 
No 
 
No 
 
Competitiv
e parity 
Organizatio
nal  
structure 
 
Yes 
 
No 
 
No 
 
No 
 
Competitiv
e parity 
The de-
scaling 
product ( 
chain-link 
system) 
 
Yes 
 
Yes 
 
Yes 
 
Yes 
 
Sustainable 
competitive 
advantage 
R & D  
technology 
 
Yes 
 
No 
 
Yes 
 
Yes 
 
Temporary 
competitive 
advantage 
Innovativen
ess 
 
Yes 
 
No 
 
Yes 
 
Yes 
 
Temporary 
competitive 
advantage 
Reputation  
Yes 
 
Yes 
 
Yes 
 
Yes 
 
Sustainable 
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competitive 
advantage 
Marketing 
and sale 
 
Yes 
 
No 
 
Yes 
 
Yes 
 
Temporary 
competitive 
advantage 
Human 
Resources  
 
Yes 
 
No 
 
No 
 
Yes 
 
Competitiv
e  
parity  
 
Table 1: Outcomes from the Combinations of the Criteria for Sustainable Competitive Advantage 
2.7 Summarizing by using the four criteria 
Sustainable competitive advantages. 
The outcome from the combinations of criteria for sustainable competitive advantage is based 
on subjective judgment informed by prior knowledge and understanding of the company. We 
can conclude that there are two capabilities that are sustainable competitive advantage for 
Rustibus Pte Ltd. The patent on the chain link system makes the de-scaling products a 
competitive advantage. As the product is unique, we can additionally conclude that there is 
no other capability that has a strategic equivalence. Rustibus’ reputation is unique, as the 
company possesses quality and environmentally friendly products. A good reputation creates 
a competitive advantage, as it attracts more customers through a positive trend in word of 
mouth.   
 
Temporary competitive advantages 
The marketing and sales is a temporary competitive advantage. Rustibus has a comprehensive 
reference list in Asia, and are working closely with their customers. Performing well before 
and after sale is a competence that is crucial to become successful, as the customers become 
loyal. This is a capability that many of the competitors hold as well. For instance, BC 
International has a greater market share in the South East Asian markets.  
Innovativeness is a temporary competitive advantage for Rustibus, but this is a valuable 
capability for a company. Rustibus has only a short product line in comparison to competing 
firms, in that few changes have been conducted regarding the products. However, Rustibus 
recently started offering rental schemes to customers, and this has proven to be successful. 
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But, this is a service that several competitors are offering already. Consequentially, the 
innovations performed by Rustibus Pte Ltd in recent years are lacking on feature points-of –
difference.         
 
3.1 Value Chain Analysis 
Value chain analysis allows the firm to understand the parts of its operations that create value 
and those that do not.22 
 
Figure 2: Value Chain Analysis (Michael Porter) 
The value chain analysis will outline the degree of value creation in each part of the firm's 
operation. Value is generated only when the value created is greater than the cost incurred to 
create that value. Rustibus can use this tool to analyze their cost position and identify the 
multiple means that can be used to facilitate implementation of a chosen business-level 
strategy. The template is segmented into primary and support activities. Primary activities are 
a product's physical creation, its sale and distribution to buyers, and its service after the sale. 
Support activities provide the assistance necessary for the primary activities to take place. 
The value chain template illustrates how a product moves from the raw-material stage to the 
customer. For Rustibus, the value chain can create value without incurring significant costs 
while doing so and capture the value that has been created.23 
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Rustibus will be analyzed in accordance to each section in the value chain. The analysis will 
be based on the Rustibus firm on the whole, and focus on Rustibus Pte Ltd SBU because of 
the company's decentralized organizational structure. With its own Managing Director (MD), 
Rustibus Pte Ltd serves as a separate entity from the head office in Antwerp, in terms of 
employment policy, marketing and sales. Before 2011, Rustibus' SBU in Singapore received 
machines and machine spares from Norway, where Rustibus machines were stored and 
assembled. Normal sea freight with machines from Norway to Singapore, would take 
approximately ten weeks. When the machines arrived in Singapore, they were stored in 
Rustibus Pte Ltd's warehouse before being distributed to customers in the South East Asia 
region. As of 2011, Rustibus moved their logistics division and a large part of production to 
Antwerp. That measure will, according to Rustibus, save 10-15 % of costs because of a lower 
shipping fee in Antwerp than in Bergen, and because of the geographical location, which is 
closer to Rustibus' SBUs and respective markets. The remaining production capacity in 
Bergen will be used to produce and distribute products to the Scandinavian market.	  
 
3.2 Primary Activities 
Inbound Logistics  
Inbound logistics are activities related to materials handling, warehousing, and inventory 
control used to receive, store, and disseminate inputs to a product.24 Rustibus' inbound 
logistics function will, to a large extent be handled from Antwerp, except products that will 
be distributed to Scandinavia, which will be managed from Bergen. From Antwerp and 
Bergen, Rustibus will acquire, receive and keep a stock of machine parts. 	  
Operations 
Operations are activities that are necessary to convert the input from inbound logistics to a 
final product. These activities will act in the form of machining, packaging, assembly, and 
equipment maintenance. Rustibus machines are assembled, tested and quality controlled by 
an Operation Manager in Bergen and Antwerp, depending on which markets the products are 
distributed to. The cost of manpower can be considered high in both Antwerp and Bergen, 
and to outsource this function to countries with lower manpower costs would in all likelihood 
reduce costs. However, because of Rustibus' relentless pursuit of quality, they will not 
compromise quality control over cost of manpower.  	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Outbound Logistics 
Outbound logistics is the firm's activity in collecting, storing, and distributing products to 
customers.25 Activities in outbound logistics include product storing in warehouses, material 
handling and order processing. These functions are allocated to each of the four SBUs in 
Bergen, Antwerp, Houston and Singapore. Rustibus Pte Ltd order machines and spares from 
the Antwerp office, and store the products before they are distributed to customers in their 
region. 	  
Marketing and Sales 
Marketing and sales are the functions of identifying customer needs and making products 
available on the market. As previously discussed, Rustibus Pte Ltd is independently 
responsible for marketing and sales in their region. The Singapore SBUs MD, Badrul Hisham 
Jasni, has deployed a limited marketing effort, relying on word of mouth from existing 
customers for promotion. However, Rustibus Pte Ltd is also present at major shipping 
exhibitions to get in touch with potential customers in the region. The low degree of 
advertising is reflected in Rustibus Pte Ltd's budget, with a budgeted SGD 10,000 marketing 
cost.26	  
Rustibus' Singapore office sells products directly to its customers, without a separate 
distribution channel. The business-to-business approach contributes to a close relationship 
with customers, which is a part of the Rustibus service. When approached by a customer, 
Rustibus performs a comprehensive analysis of the client to determine what is really needed, 
opposed to selling what the customers think they need. That way, Rustibus' sales 
representative may end up with the conclusion that the client does not need Rustibus products 
after all, as the customers' needs and business-to-business relationship is put before profit. 
Customers are not experts in the field of surface preparation to the same extent as Rustibus' 
sales team. Therefore, being experts on the field is a necessary resource for Rustibus' sales 
team, which makes the pre- and after sales service a capability that will give clients the best 
business-to-business experience possible. 	  
Service 
Service is activities designed to enhance or maintain a product's value.27 Rustibus sells their 
products at a premium. Consequently, it is a necessity to offer the best service possible to add 
value to the high price. By establishing a personal relationship, Rustibus creates a bond with 
their customers. In practice, this implies having a policy to answer to customer requests, 
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which includes answering e-mails from customers the same working day that they are 
received, being ready to answer telephone calls at all times and to make personal customer 
visits. A Rustibus machine is only sold once, a fact that emphasizes the importance of selling 
spare parts and maintaining a good relationship with customers. With budgeted travel costs at 
SGD 100,000 (2010), the company proves a desire to obtain a personal relationship with 
clients and employees frequently visit customers personally.28	  	  
3.3 Support Activities 
Procurement 
Procurement is "activities completed to purchase the inputs needed to produce a firm's 
products. Purchased inputs include items fully consumed during the manufacture of products. 
Inputs can be raw materials, supplies and fixed assets such as machines and office 
equipment”.29 In Rustibus' case, machine parts are purchased from the Antwerp and Bergen 
SBUs, to be assembled into finished products. Inputs needed for each SBU’s daily operation 
are acquired separately from the Antwerp Office. According to Rustibus Pte Ltd's MD, the 
Singapore SBU has a policy to deploy a cost efficient office, which does not make 
unnecessary acquisitions.30	  
 
Technological Development 
Technological Development is activities in a firm with the purpose of improving the firm's 
performance and processes used to manufacture its products.31 Because of Rustibus' priority 
on being innovative, R&D is an important activity within the firm. Rustibus' office in Bergen 
is responsible for the R&D activity, where new products are developed and tested. Being the 
governing office, funds for R&D are allocated to the Bergen SBU. 	  
 
Human Resource Management 
Human Resource Management (HRM), are activities involved with recruiting, hiring, 
training, developing, and compensating all personnel.32 Rustibus has a decentralized HRM 
policy, meaning that each SBU has its own policy based on the MD's preferences, without a 
corporate manual. Rustibus Pte Ltd's MD, Badrul Hisham Jasni, has no particular 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Diploma Project – Singapore 2011	  
	   19	  
requirements for hiring employees. His perceptions of a candidate during an interview will 
indicate if he finds the person appropriate for a position or not. The lack of academically 
competent employees could be a negative for Rustibus Pte Ltd, as employees could fail to 
meet the demands of industry and business knowledge. This could have a negative effect on 
the customers’ perceptions of the company. After hiring an employee, Mr. Jasni and the rest 
of Rustibus Pte Ltd's team will tune the newly recruited employee to the "Rustibus method," 
and introduce him or her to the "Rustibus family".33 Every employee in the Rustibus 
Singapore office knows each other’s roles, and could easily swop duties. Mr. Jasni is very 
clear that employees in Rustibus Pte Ltd have to be "multi-taskers," to fill each other’s shoes 
whenever needed. During the training period, newly hired employees are trained to learn the 
various positions in the firm, as well as becoming an expert on Rustibus products, the Marine 
Maintenance Industry, technical aspects of surface preparation, other marine maintenance 
substitutes and gaining sales skills while establishing a relationship with current and potential 
customers. 	  	  
Firm Infrastructure 
Firm Infrastructure includes activities such as general management, planning, finance, 
accounting, legal support, and governmental relations that are required to support the work of 
the entire value chain.34 Rustibus' General Management is situated in Bekkjarvik, Norway, 
with the CEO Tore Dalseide, Chairman Svein Milford, Deputy Officer Hans-Erik Lockert 
Gjøvaag and the Board Members including Bjørn Ove Dalseide, Andreas Ingvard Dalseide 
and Hans Inge Fagerbakke. This branch can be placed above the other in the organizational 
hierarchy as the governing office, leaving Antwerp, Houston and Singapore as equal separate 
entities within the company. Each SBU has its own Managing Director (MD) and is 
responsible for executing its own planning, finance, accounting, legal support and 
governmental relations functions in the firm. A revenue statement and sales report are 
reported to the Bergen office on a monthly basis, and a weekly general update dialogue is 
held to uphold a constant stream of information with each SBU. Because of the decentralized 
management function, it is crucial to have an established system of communication between 
the General Management and the Manager of each SBU. That way, the SBUs follow a mutual 
goal and implement strategies that are favourable for the company as one entity.     
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Summary of the Value Chain Analysis 
The value chain suggests Rustibus’ awareness in being cost efficient in several areas of 
operation. The recent measure (2011) of moving a large fraction of operations to Antwerp is 
one example. If the measure will decrease costs by 10-15%, as predicted, remains unknown 
for the time being as the measure was executed early 2011. It is reasonable to assume that the 
Rustibus' management is aware of their value creation in various areas of operation. For 
instance, outsourcing the product assembly activity would in all likelihood reduce costs, but 
Rustibus' pursuit of being a quality product manufacturer implies that quality will not be 
jeopardized for reasons of costs.	  
Rustibus Pte Ltd is run as a cost efficient office, with minimum workplace costs. As Rustibus 
Pte Ltd’s customers are companies, as opposed to consumers, a business-to-business 
relationship approach has proved to be sufficient to maintain customers. Among other areas 
in the company, Rustibus Pte Ltd’s employees are a valuable resource, as their knowledge 
and personal relationships with customers have earned the company a strong reputation in the 
South East Asian region. Despite Rustibus’ growth, the decentralized organizational structure 
can be risky. As the Bergen division is the managing office, which performs key strategies 
for the company, a strong routine of communication between the offices is crucial. For 
instance, the Bergen managers formulate the company’s vision and mission statement. As a 
part of corporate-level planning, these plans have to be communicated to each office to 
ensure that they act according to top management’s decision.35 Moreover, employment policy 
and employee training highly depend on the division manager’s preferences, which can be a 
risk for the governing office in terms of trusting the division manager’s decisions. 	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4.0 MACRO-ENVIRONMENT 
4.1 External Analysis 
As with all industries, the shipping industry is subject to change in the surrounding macro- 
environment. The macro- environment includes factors such as government policies, the 
world economy, technological innovation, demography, legal regulations and competitors. 
Rustibus is operating in a global market that is highly dependent on the changes in the macro-
environment.    
The task for this diploma thesis is to answer the question of whether or not Rustibus should 
diversify their product line. In order to answer the question one must look at the current 
situation and the future forecasts in the markets chosen, and see if diversification is 
necessary, possible and financially sound. The first part of our macro-environmental analysis 
will be a PESTEL – Analysis. After the PESTEL – Analysis, we will move on to analyzing 
the competitors and the competitive environment using Porter’s Five Forces. In the last part 
of the external analysis, we have included the model Nine Strategic Windows, to see the 
company’s internationalization capabilities and the globalization of the industry. This is done 
to establish the company’s current strategic global position and forms the base of Part Two. 
After the internal and external analysis, we have included a SWOT-analysis to summarize the 
strengths, weaknesses, opportunities and threats for Rustibus Pte Ltd. 
 
4.2 PESTEL – Analysis  
PEST – Analysis is a scan of the external macro-environment in which a company or firm 
operates. 36 It stands for Political, Economical, Socio -cultural and Technological factors. 
The PEST – Analysis has been modified over the years, and has incorporated new factors that 
can have an impact on the macro-environment of a firm. We have chosen Environmental and 
Legal factors to be included in our analysis as we find them relevant for future decisions 
made in the markets we are analyzing and the potential expansion to new markets. 
Furthermore, these additional factors could be at least as important in some cases as the 
existing factors.    
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4.2.1 Political factors 
Government  
The three markets that we have limited our research to, Singapore, Malaysia and Hong Kong 
are similar in location and cultural diversity but slightly different when it comes to political 
aspects. Malaysia holds the greatest diversity in religion, ethnicity, culture and political 
opinion out of the three markets. The politically stable situation in Malaysia could come 
under moderate threat during the next five years, due to internal strife within both the 
governing Barisan Nasional (BN) coalition and the main opposition Pakatan Rakyat (PR) 
alliance.37 Malaysia was under the British colonial system up until 1957, when it gained its 
independence and established a democracy in a pluralist society.38 Singapore is a 
parliamentary democracy led by the People’s Action Party (PAP). 39 Singapore was also 
under British colonisation and had a brief participation in the Federation of Malaya. It 
became independent in 1965.  
Singapore, like Malaysia, has a great cultural diversity, but Chinese descendents represents 
the majority of the population. Hong Kong is a Special Administrative Region (SAR) of the 
People’s Republic of China (PRC), ruled on the basis of a mini-constitution, the Basic Law. 
This guarantees the SAR its own legislature, legal and judicial system, and full economic 
autonomy, but gives the central government in Beijing responsibility for defence and foreign 
affairs. 40 As with Malaysia and Singapore, Hong Kong was also a British colony. The British 
agreed to surrender Hong Kong to China in 1997, following government negotiations. Hong 
Kong operates as a “capitalistic state” that is legally separated from a communist China.  
Political outlook 2011-2015 
We have decided to include the political outlook for the next five years when mentioning the 
policies and taxes. The reason for this is that the time-scope of the thesis is set to five years. 
We believe it is more relevant to look at the future policies of the three markets, rather then 
focusing too much on the current ones. The intention is to get a more realistic view of the 
policies Rustibus has to deal with if they are to diversify their product line in these markets. 
The forecast for Hong Kong in the coming five years is that corporate tax rates will remain 
among the lowest in the world. It stands at 16.5% and the salary tax standard is 15%. 41 
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Environmental issues are raising concerns in Hong Kong, and it will become more noticeable 
on the political agenda.42 This is good news for Rustibus since one of the advantages of their 
product is being environmentally friendly. Rustibus is at an advantage if Hong Kong is to 
implement new regulations on the industry.  
In Malaysia, the government is expected to announce the increase of incentives in order to 
attract more foreign direct investment into the country. 43 The current corporate tax rate in 
Malaysia is 25%. Machinery and transport equipment stood for 51% of the country’s imports 
in 2009.44  
Singapore’s forecast for the next five years is stability in corporate taxation to remain 
attractive. The prediction is that certain taxes will be reduced further through the use of 
incentive schemes. Tax rates are lowered with the aim of attracting a skilled workforce and 
foreign direct investments.45 The current corporate tax rate stands at 17%. Both Singapore 
and Hong Kong are considered to be financial business hubs with some of the lowest 
corporate tax rates in the world. The combination of the tax rates and the fact that both 
markets have a high level of shipping operation makes them ideal for the possible launch of a 
new product line.  
Trade agreements 
Hong Kong and Singapore have a close relationship when it comes to trade agreements. In 
2008, Singapore was Hong Kong’s 4th largest trading partner, 4th largest market for domestic 
exports and 6th largest market for re-exports, and 3rd largest source of imports.46 This proves 
the extent of the trade between the two countries. Hong Kong is also an important gateway 
for business between Singapore and Mainland China. If Rustibus were to penetrate the 
Chinese market in the future, the establishment of central Hong Kong associates is important. 
Singapore, Hong Kong and Malaysia are all members of Asia-Pacific Economic Cooperation 
(APEC). APEC is the premier Asia-Pacific economic forum. Its primary goal is to support 
sustainable economic growth and prosperity in the Asia-Pacific region.47  
“We are united in our drive to build a dynamic and harmonious Asia-Pacific community by 
championing free and open trade and investment, promoting and accelerating regional 
economic integration, encouraging economic and technical cooperation, enhancing human 
security, and facilitating a favourable and sustainable business environment.”48  
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The existing trade agreements are in favour of Rustibus if they were to diversify their product 
line in the respective markets. The trade agreements make it easier for Rustibus to conduct 
business without political forces and policies of protectionism.  
4.2.2 Economical factors 
Hong Kong has an open and free economy that relies heavily on foreign trade. Regulation in 
the city remains light, but in the case of competition laws it is possibly too light.49 The 
problem would be the threat of copycats and disrespect of patented products. Singapore is a 
highly industrialised economy that depends on its manufacturing for economic growth. As 
with Hong Kong, Singapore is dependent on international trade. This means that the two 
countries are exposed to global economic changes. Malaysia’s economy is based on medium- 
and short-term planning periods. In 2008, government spending exceeded revenue collected 
for a period of five years, resulting in a budget deficit.50 The economy is dominated by 
services, which accounts for 46.6% of nominal GDP (2007).51   
Economical forecast 
The forecast for Hong Kong’s economy for the coming five years is estimated to be a 
combination of rising exports and imports. Exports of goods and services are estimated to 
grow by 7.6% a year for the forecast period. (2011-2015) Imports are estimated to grow by 
7.4% a year for the forecast period.52 Singapore’s economy forecast is estimated to grow in 
the period. The growth rate for exports of goods and services is expected to rise by an annual 
growth rate of 9.5% in the coming five years. There is a risk of Singapore experiencing a 
downfall in the next five years if the debt trouble in Europe worsens.53 Malaysia’s forecast is 
towards a more stable growth. Exports and imports are expected to grow by 8.2% a year in 
the forecast period. The economic forecast for the three markets in the coming five years is 
looking positive. Key numbers are listed in the table below.  
 GDP % growth  Exports Imports 
Hong Kong 4,2% 7,6% 7,4% 
Singapore 4,8% 9,5% 10,2% 
Malaysia 5,1% 8,2% 8,2% 
 
Table 2: Forecast for GDP, Exports and Imports for the period 2011-2015 
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4.2.3 Socio-cultural factors 
Geert Hofstede’s Cultural Dimensions 
When performing an analysis of the countries’ socio-cultural factors, we have chosen to do so 
by applying Hofstede’s research on the different cultural dimensions. Singapore, Hong Kong 
and Malaysia all have a high level of Long-term Orientation (LTO). This means that there is 
an attitude in these markets towards persevering; that is, overcoming obstacles with time.54 
This is especially true of Hong Kong that ranks one of the highest on LTO. Rustibus prides 
itself on being a company that focuses heavily on relationship building with their customers. 
When meeting new challenges, either from a volatile economy, new competitors, a change in 
demand or an introduction of technological enhancements, Rustibus could have an advantage 
in that they focus on building and maintaining relationships with their customers. 
Business-to-business (B2B) marketing in Asia 
Identifying the people involved in the purchasing decision centre and knowing how they 
make decisions is an important part of cross-cultural business. Identifying the needs of the 
customers involves being proactive in areas such as R&D. Conducting proper research on 
what customers want and, in turn, combining these needs with innovative products is the key 
to a successful relationship between buyer and seller. In Asia, the relationship between 
companies is more focused towards relationship building than single transactions. This 
allows the seller to identify the customer’s needs in an easier way than with single 
transactions. Forming a relationship between buyer and seller is crucial when doing business 
in an Asian environment.55  
 
4.2.4 Technological factors 
Technology is a key factor to increasing efficiency and keeping up with time. It is a tool in 
the evolution of industries. Rustibus operates in an industry that has evolved over time, from 
manual de-scaling to a more automated process. Singapore, Malaysia and Hong Kong are all 
countries with a high level of technological development, especially Singapore and Hong 
Kong. In 1992, the government in Malaysia set up the Malaysia Technology Development 
Corporation (MTDC). Its initial role was to concentrate on the promotion and 
commercialisation of local research and invest in new ventures that could bring in new 
technologies from abroad.56 In Singapore, The Agency for Science, Technology and Research 
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(A*STAR), is on the same mission in providing capital for new ventures and promoting 
technological evolution.57 Hong Kong has the Innovation and Technology Commission (ITC) 
that works with the vision of making Hong Kong a centre for innovation and technology.58  
The future of Rustibus in these markets from a technological stance could be very profitable, 
should they decide to continue their development and diversify.   
The three countries are encouraging technological development and innovation in such a way 
that if Rustibus decided to continue on their current path without diversifying, they could lose 
out to their competitors.  
 
4.2.5 Environmental factors 
One of Rustibus’ key competences is safety and responsibility for the environment. They 
pride themselves on these issues and have been proactive in their development of products 
that reduce pollution and enable a safe operational environment. The problem for Rustibus is 
that most Asian countries have yet to include safety and the environment in a significant way 
in their business and political agendas. The International Maritime Organization (IMO) is the 
United Nations specialized agency with responsibility for the safety and security of shipping 
and the prevention of marine pollution by ships.59 Singapore, Hong Kong and Malaysia are 
all member countries of IMO. The restrictions that the IMO have formed are a minimum that 
members have to follow. The good news for Rustibus is that more and more pressure from 
the western world about environmental issues could, in time, increase the sense 
environmental responsibility amongst more Asian countries.  
 
4.2.6 Legal factors 
The legal factors are important to reveal in order to see which limitations and which 
opportunities Rustibus have to consider in their respective markets. The industry operates 
under various organizations that set the standard and rules for operations.   
“With regards to Marine Law/Rules, guidelines and rules set by Marine 
Classification/Governing Bodies such as Lloyds, Det Norske Veritas, ABS Bureau Veritas, 
Germanischer Lloyds and Class NK are generally followed. “60  
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Rustibus also abide by standards set by The National Association of Corrosion Engineers 
(NACE) and the Steel Structures Painting Council (SSPC), with regards to Surface 
Preparation Standards. SSPC changed its name to The Society for Protective Coatings in 
1997; this was done to better reflect the changes in the industry.61  
Surface preparation has always been associated with injuries, given the dangerous nature of 
operating with sand- and water blasters. The organizations are there to limit the risk of 
operating the machinery by implementing legal guidelines and restrictions in the industry.  
There are a lot of hazards involved in surface preparation and companies could strike a 
potential goldmine if they could provide the industry with risk free de-scaling equipment. 
This would not only reduce human fatalities and injuries, but also the associated cost that is 
inflicted on a company, such as through lawsuits. The hazards that can arise from surface 
preparation are contact with high-pressured sand, water and steam from the equipment used. 
There could also be hazards when operating in enclosed rooms where dangerous gases could 
build up. The injuries that arise are burns, loss of sight, infections and respiratory injuries, 
loss of body parts and in some cases death.  
Safety is one of the main attributes of Rustibus products. Their competitors could face a 
problem if regulations on safety in Asia increase; this is an advantage for Rustibus.  
Other legal factors such as patents are still a big problem in Asia. BC International, a Korean 
company, has copied Rustibus in their use of name (Rustibit) and has also copied their 
products. Some of the countries in Asia are reluctant to respect patents and duplicate products 
from other companies from around the world. This is especially true of China. The problem 
for Rustibus could be the loss of potential customers, but the main problem is that copycats 
can ruin the company’s image and reputation if their customers or potential customers 
mistake Rustibit for Rustibus. The copycat company could deliver a product that is contrary 
to the promised functions, results and service.  
This happened to the Norwegian company Laerdal. The company is one of the world’s 
leading suppliers of basic and advanced life support training products and emergency medical 
equipment. What happened was that a Chinese company had copied Laerdal’s name and 
product. They sold products that were faulty which resulted in a number of human casualties. 
Laerdal decided to contact the company, and instead of giving empty threats, they formed an 
alliance with the Chinese company. The result was an increase in revenue for both companies 
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and no more human casualties. This is just an example on how to handle situations that can 
lead to unwanted legal expenditure and complications.   
 
4.3 Competitor Analysis 
 
After speaking with Badrul Hisham Jasni (NACE Coating Inspector) from Rustibus Pte Ltd 
and performing sufficient research with second-hand data from the Internet, we put together a 
list of Rustibus main competitors. The list consists of those competitors that pose a threat to 
Rustibus both in terms of current operations and in the future. The thing that separates these 
companies from Rustibus is their diverse product line. Rustibus is limited to mechanical 
surface preparation products only. In this competitor analysis we will give a description of 
some of the feared competitors in Asia, their strengths and their weaknesses: 
 
BC International – Both direct and indirect competitor 
Skatool – Both direct and indirect competitor 
KM Kinley – Both direct and indirect competitor 
Trelawny – Both direct and indirect competitor62 
 
The competitors are perceived as both direct and indirect threats, because they offer similar 
products to Rustibus, but they also offer different types of services and products, such as grit 
blasting, hydro blasting and anti-corrosion coating etc. 
 
Who are the competitors? 
In order to see how these companies can be perceived as a threat, we have to look at each 
company separately.  
 
BC International  
BC International is a producer of mechanical surface preparation products, hydro blasting and 
grit blasting surface preparation products. They have been working on corrosion control of 
steel structure and pipes in marine and offshore since 1975.63 They are currently expanding 
their market shares by the use of Rustibus chain-link technology. Over the years, BC 
International has grown bigger and stronger in the surface preparation industry. They are 
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currently providing their services to over 5000 Singaporean and foreign customers. BC 
International has a large product folio. They claim to be the leading manufacturer of 
corrosion preventing products and sealing products.64 They sell different kinds of tape for 
prevention of corrosion, coating for ballast tanks and water blasting products. BC 
International also provides services such as corrosion removal, corrosion prevention and 
technical corrosion removal (because water blasting requires a licence to be operated) by 
trained service employees.  
 
Skatool 
Skatool was established in Singapore and they produce surface preparation- and marine and 
offshore equipment. They have a diverse product line and offer different types of services. 
Their R&D office is located in Singapore, but they have subcontractors around the world, 
which produce parts for their products. These are in turn shipped to Skatool in Singapore 
where every product is assembled. They have subcontractors in Italy, Japan, China, Thailand, 
Germany, Taiwan and in the UK. This is different to Rustibus, which only produces quality 
products in Norway.65	  
Skatool have a diversified product line, which makes them more adaptable to changes in the 
offshore marine surface preparation business. It gives them the advantage of not being too 
dependent on a single product category, compared to Rustibus that only operates in one. 
Skatool offers products such as deck de-scaling machines (deep coat removal), mucking 
winches (mechanical device for adjusting the "tension" in a rope or wire rope”, deck de-
scalars, hydro-jets, ventilation fans, pneumatic and electric tools and hardware66.	  
 
KM Kinley 
KM Kinley was started as a company selling industrial brushes for de-scaling and 
manufacturing marine water-powered ventilators.67 Over the years they have diversified to 
get a competitive advantage. Their line of products and services has extended to water driven 
and pneumatic gas freeing fans, surface preparation equipment, tank cleaning machine, 
pneumatic hi-speed mucking winches, pneumatic tools, other various equipment and 
hardware tools for the maritime industry and other related industries.68 KM Kinley has a 
strong focus on being innovative and keeping up the process of evolving to remain a strong 
competitor in a changing marine industry. They value safety, customer relations and adding 
value to their products. KM Kinley offer similar hand-held electrical tools for de-scaling as 
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Rustibus, but they are diversified. They produce water-blasters that effectively remove 
corrosion in areas where mechanical devices are insufficient. KM Kinley is competing with 
Rustibus with their cobolt deck scalar roto-rust machines. KM Kinley has five different types 
of mechanical surface preparation machines that run on gas, electricity and diesel. This offers 
a huge advantage since they are able to provide a variety of products to suit customer needs.69 
 
Trelawny 
Trelawny is a producer of surface preparation equipment with a worldwide distribution 
system with its headquarters in the UK. Trelawny have been operating for over 50 years. 
Over the years they have expanded their product portfolio to different types of preparation 
equipment. They offer mechanical products such as TPF 200 and TPF 250 that are effective 
for floor de-scaling, which is in direct competition with Rustibus. They offer products that 
are in direct completion with Rustibus, but they also posses a large product portfolio and 
different types of services. Their vision is to keep developing their products to satisfy the 
demand and need of all their customers70.  
 
What are the strengths and weaknesses of Rustibus’ competitors? 
In order to find out how the competitors are different from Rustibus and how they pose a 
threat to the company, we have listed all of their strengths and weaknesses.  
 
BC International  
Rustibit 500 is a direct competitive product to Rustibus R400 and R1200. Rustibit 500 is 
designed to remove rust, scale and old paints effectively.71 Its surface preparation equipment 
runs on electricity (440v). It is between Rustibus R400 and R1200. Its a hand-held 
mechanical tool. BC International is, as some of the other major competitors to Rustibus, 
diversified. They offer services such as anti-corrosive tape for pipes to prevent exposure to 
salt and alkalis and pipe dressing, which is a coating to prevent corrosion. They also offer 
water- blasting products for surface preparation as well as mechanical products. The 
disadvantage with these products is that they can be dangerous to use. They can only be used 
when the vessel is in dock and the users have to be certified.  
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Advantages of Rustibus Advantages of BC International 
Durability                           
Service     
Customer relations 
No cable (wireless) 
Reputation 
(Information provided by Rustibus) 
Price 
Diversification 
Image 
 
Table 3: Advantages of Rustibus and advantages of BC International 
 
BC International is conquering more and more of the surface preparation offshore market.72 
They represent a threat towards Rustibus in the future, but currently Rustibus still has an 
advantage in their investment in R&D. They are technologically advanced, they provide 
quality service and they have a well-known reputation.  
 
Skatool 
Skatool is one of the main competitors to Rustibus. Skatool has several products in direct 
competition with Rustibus. The two main products from Skatool are SP-200 and SK-550 / 
SK-02 Flexible shaft scalar. These products are hand-held tools for de-scaling. By comparing 
this with Rustibus equipment, we find several advantages and disadvantages. 
Advantages of Rustibus Advantages of Skatool 
Result     	  
Reliability    	  
Support     
Spars consumptions    
Stock points     
Reputation 
(Information provided by Rustibus) 
Price 
Cutter blades available worldwide 
Depth control 
Popular system 
Extensive starter kit 
 
Table 4: Advantages of Rustibus and advantages of Skatool 
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Skatool used to have an advantage with their electrical version, but in the last years Rustibus 
have kept a focus on maintaining a strong position. Rustibus have developed hand-held tools 
that run on 110V, 220V and 400V. The biggest threat to Rustibus is their price; some 
consumers have a strong focus on low cost. Overall, Rustibus is still a stronger manufacturer 
of mechanical surface maintenance equipment.  
 
KM Kinley 
KM Kinley’s main competitive products are the cobolt deck scaler roto-rust (Surface 
Treatment Machine).  They have many types of this product that are for small and large areas 
and that run on both electricity and gas. Usually, electrical products are an advantage, but 
since Rustibus also offer electrical de-scaling machines, it is not considered a competitive 
advantage.  
 
Their indirect competitive product is the cobolt hydro-blasting gun / cobolt cargo hold 
cleaning, which is a hydro blasting gun for de-scaling. It can only be used when the ships are 
in dock, and the user needs to be licensed. They also have their cobolt pneumatic deck scaler 
11-piston heavy duty, which is a product with needles. It is used to remove scales and surface 
paint from decks. One can stand while using this product, which reduces the risk of unwanted 
injuries. It also protects from dust and metal when the de-scaler is being used. 
 
Advantages of Rustibus Advantages of KM Kinley 
Reliability    	  
Support    	  
Reputation    	  
Safety      
(Information provided by Rustibus) 
 
Diversification 
Customized products 
Large portfolio 
Safety 
 
Table 5: Advantages of Rustibus and advantages of KM Kinley 
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By looking at Rustibus and KM Kinley and comparing them, the biggest factor that separates 
them is Kinley’s large portfolio and diversified product line. But for the moment, Rustibus 
have a very good reputation and are known for their quality products. KM Kinley focuses on 
safety, innovation and adding new value to the product, which is similar to Rustibus’ focus. 
In the future KM Kinley might become one of the main competitors. 
 
Trelawny 
Trelawny is the world leader in needle de-scaling, but they also offer different types of 
surface preparation equipment, such as floor planers. Floor planers TFP 200 and TFP 250 are 
direct competitive products to those of Rustibus.  
TFP 200 and TFP 250 are suited for rapidly de-scaling, rust, paint and other deposits from 
steel surface preparation for re-coating73. The advantage with this product is that it offers low 
vibration, so it is easy to handle for the user and it can be fitted with a vacuum when needed. 
They also offer a floor scrabbler for concrete and steel. Trelawny SF11 is to be used on steel 
and for de-scaling. It is a needle de-scaler and it produces 300 impacts a minute with 11 
needles. It is efficient and it has been modified to limit vibrations.74  
 
Advantages of Rustibus Advantages of Trelawny 
Customer relation    
Easy to handle products   
Quality     
Delivery time     
Result      
Wireless products  
(Information provided by Rustibus) 
 
Large portfolio 
Price 
Vacuum port 
World leader in needle de-scaling 
 
Table 6: Advantages of Rustibus and advantages of Trelawny 
 
Trelawny has over 50 years of experience in the surface preparation business. They have a 
large portfolio of different types of products and they are world leaders in manufacturing 
needle de-scalers. They have a worldwide distribution system and offer easy to use tools. 
Predictions are that Trelawny will be a fierce competitor in the future.   
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What might be the future strategies of Rustibus competitors? 
After looking at all the competitors, we should consider what their future strategies might be. 
The competitors have a large portfolio with different types of products, which makes them 
strong in a competitive market. The surface preparation business looks like it is getting more 
competitive. For that reason, the industry is changing and the competitors are trying to 
provide different types of services. A trend in the industry is that a lot of companies claim to 
focus on innovation, safety, quality and adding additional value to their products. It is 
reasonable to assume that they will keep working on improving themselves in the future as 
well, if not adding more types of services to their portfolio. 
 
What is the market outlook for Rustibus in Southeast Asia? 
Since every major competitor of Rustibus is diversifying and entering new markets, it could 
be a future obstacle for Rustibus if they were to continue with mechanical surface preparation  
equipment as their sole activity. Rustibus has a huge advantage in reputation and their quality 
product. If Rustibus is to enter new markets and expand their portfolio, the company could  
generate a larger customer base due to their established reputation within the industry. After 
performing research and interacting with their customers, it will be easier to establish in 
which direction to move forward. If Rustibus were to stay in the mechanical surface 
preparation equipment business without diversifying, future competition could become 
harder and pose a greater threat to the company than what is does today. It might be time to 
change. The table below summarizes the advantages for Rustibus compared to its 
competitors’ advantages.	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Table 7: Advantages of Rustibus and the advantages of the competitors  
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4.4 Porter’s Five Forces 
	  
Figure 3: Porter’s Five Forces Model 
 
Porter’s Five Forces model is designed by Michael Porter as a framework to assess the 
competitiveness in the chosen industry. One uses the “five forces” to determine the 
competitiveness of the market and in turn the attractiveness. An attractive market will be 
where it is easy to enter, low-cost, low-threat of substitutes etc. An unattractive market will 
be where the competitiveness rivalry is high. In this analysis, the attractiveness of the Marine 
Maintenance Industry will be assessed. 75 
 
4.4.1 Bargaining Power of Customers - Moderate 
The bargaining power of a customer/buyer is strong when there are one or few buyers and 
many suppliers. This is not true of the offshore maritime surface preparation equipment 
business. There are thousands of customers. Rustibus alone has over 3000 different 
customers, while other competitors such as BC International has over 5000. Buyers are 
important for suppliers in every business, and since there are an increasing number of surface 
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preparation equipment suppliers, the power of the buyer is increasing. Customers are 
dependent on these suppliers. The cost of integrating the production of the products is too 
high. The switching price is high due to the price of the product. Few are willing to change 
supplier as the prices of the products include additional service value. However, the need for 
de-scaling machines is not an absolute for the ships, but an increasing focus on safety 
onboard ships make them more and more standardized. The use of offshore mechanical 
surface preparation equipment saves time; hence the suppliers’ power increases. All in all, the 
conclusion is that the customer has moderate buying power over suppliers.  
 
4.4.2 Bargaining Power of Suppliers – Low 
The bargaining power of suppliers is low if there is a single provider of goods needed to 
produce the maintenance equipment. When there are few suppliers they can charge a high 
price due to a monopoly. Aluminium, steel, iron, chains, brushes etc. are the raw materials 
needed for production of surface preparation equipment. In a maritime industry, these 
components are easy to acquire for a surface preparation maintenance supplier, such as 
Rustibus. The conclusion is that the bargaining power of suppliers is low. 
 
4.4.3 Threat of New Entrants – Low 
Threat of new entrants is high in a market where the profitability is high. In these markets, 
the threat of new entrants is high, and more producers are attracted. Looking at the maritime 
surface preparation business, the threat of new entrants is high if you look at profitability, but 
at the same time, a high level of equity is required. New entrants will have to invest heavily 
in R&D and building up a distribution network. There are also a high number of surface 
preparation equipment manufacturers in this market, with a strong competitive advantage in 
experience, technology, customer base and reputation. New entrants will have to meet certain 
criteria in order to enter the market. Patent and licensing are issues that have to be considered 
for new entrants as well. The switching cost of the customers is moderate, due to sunk-cost 
and customer loyalty. Considering all these factors, the threat of new entrants can be 
perceived as low. 
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4.4.4 Competitive Rivalry within the Industry - High 
When considering competitive rivalry within the industry, one must look at the 
competitiveness within the current industry. Do any of the competitors have a sustainable 
competitive advantage? How are the market shares distributed? Is there a low switching cost? 
When studying the surface preparation business, we found several strong competitors to 
Rustibus. It became clear that the technology Rustibus is using can be copied and is 
becoming a big problem. We found four strong competitors, which offer direct and indirect 
competition. Some of the things that separate Rustibus from the competitors at the moment 
are their good reputation, strong focus on safety and environment, quality products and 
customer relationship. Rustibus competitors offer products with similar design, lower prices 
and many types of services, which gives them an advantage, since the industry is getting 
more price oriented due to economic crises. Putting all these factors together, one could 
categorize the intensity of competitors within the industry as high. 
 
4.4.5 Threat of Substitute Products – Low / Moderate 
The threat of substitute products in Porter’s five forces refers to products in other categories 
or industries that could act as an alternative to the respective product. When threats of 
substitute products exist, it basically means that the demand of a product goes down when 
price changes in another product category outside its own industry. As an example, if the 
prices of stainless steel for some reason dropped to all-time low, ship manufacturers could 
start building ships that were immune to rust. This could in turn remove a demand for de-
scaling products. This is an unlikely scenario, but it is just an example. Water blasters and 
hydro blasters may also be considered as a substitute, even though these are being used to 
remove paint and de-scale, they are being used onshore. If these products suddenly became 
cheaper to use, it is reasonable to assume that the demand for mechanical surface preparation 
equipment would go down. We also need to consider customer loyalty and the sunk cost; 
these points make the switching cost higher and customers, or potential customers, less likely 
to go for substitute products. To this date, substitute products are not posing a big threat, but 
if there was a new technology or a new way to improve steel in a cheaper way in the future, 
the threat could become real. This is not likely to happen any time soon and since the time-
scope of this diploma is five years, the threat of substitutes remains low / moderate.  
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4.4.6 Industry attractiveness 
By looking at all of the five forces and rating them from low to high, we can calculate the 
industry attractiveness. The bargaining power of consumers is rated moderate, threat of 
substitutes is rated moderate to low, threat of new entrants is low, bargaining power of 
suppliers is low and competition within the industry is rated high. We put a stronger 
emphasis on competition within the industry as we feel this is an important criterion. The 
conclusion is that the market has a moderate attractiveness. This implies that the industry is 
moving towards a maturing stage where profitability is decreasing.   
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4.5 The Nine Strategic Windows 
As the last part of the external analysis, we have included a model to help establish Dalseide 
Shipping Services AS’ current position. The reason for doing this is to see which strategic 
options they are left with. The model we have included is “The Nine Strategic Windows”, 
made by Carl Arthur Solberg.76 The model is used to discover which strategies Dalseide 
Shipping Services can exert to be more successful in the global market. The industry 
structure and the globalization of the industry are two crucial factors that give a signal of 
which strategies should be implemented by the company.   
 
Figure 4: The Nine Strategic Windows77 
Approximately 90% of the world trade of goods is carried by the international shipping 
industry and the world fleet is registered in over 150 nations. There are roughly 50,000 
merchant ships trading internationally and transporting every kind of cargo.78 The operating 
vessels are regularly facing problems when it comes to operational wear. Rust and corrosion 
are typical examples, and wear can destroy the entire hull, if not treated. The maintenance of 
the vessels is important, as the shipper desires a well-maintained vessel that is viable for 
several decades of operation. The de-scaling products that Rustibus offer are machines that 
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treat the vessels and avoid rust and corrosion from developing. Vessels need regular 
maintenance, and considering the 50,000 merchant ships that trade internationally, the global 
demand for surface preparation equipment is high. With this in mind, the industry is 
considered to be global. 
Dalseide Shipping Services is currently stationed with sales offices in three continents: North 
America (Houston), Europe (Norway& Belgium) and Southeast Asia (Singapore). Moreover, 
Rustbus is planning on establishing an office in the Middle East (Dubai). Distributed on the 
three continents, there are estimated to be around 600 current marine customers. In January 
2010, there were more than 3400 Rustibus machines sold.79 In order to identify a company’s 
international capability, one should look at the organizational business culture. The 
organization business culture is characterized by their capabilities to adapt to cultural 
requirements, such as values, behavior, norms etc. Rustibus’ capabilities can be displayed in 
their form of marketing in the South East Asian markets.  
Building relationship through a business-to-business model is often necessary in order to 
complete deals in the Asian environment.80 Rustibus Pte Ltd operates by meeting the 
customers face-to-face and establishing relationships in order to keep the customers satisfied. 
The current “customer-network” is evidence that competence is possessed inside the 
organization, and that the company is market-oriented. The fact that Rustibus sell products 
from their home-market/country, to countries outside their home-market, makes them 
dependable on the exports of their goods. According to Solberg, this stage is one of the most 
significant activities in the international process, making a business global. The company 
structure gives a signal that Rustibus’ internationalizing capabilities are quite high. 
 
By looking at the nine strategic windows, we can put Rustibus relatively high on the vertical 
axis and relatively global on the horizontal axis. The model tells us that Rustibus should 
focus on strengthening their global position. The main task is to control and secure positions 
in primary markets. A primary market is often characterized by being a market where a 
company has a good foothold or market share. In addition to having a strong competitive 
advantage, the company can expect that changes in customer preferences will occur due to 
the development of new technology, political changes, and regulations in costs both from 
competitors and within the countries. 
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4.6 SWOT-Analysis 
To summarize the findings in the internal and external analysis, we have included a SWOT-
analysis. A SWOT-analysis is an important tool, which can be used when a company is 
planning their strategies, in order to achieve the respective goals. When using the SWOT, it is 
necessary to collect as much data as possible about the internal and external circumstances 
that concern a company. The data is used to map out the strengths, weaknesses, threats and 
opportunities of the company. SWOT is a useful tool to identify the market situation. The 
SWOT includes the strengths, weaknesses, opportunities and threats found in the internal and 
external analyses.  
 
Table 8: SWOT- Analysis 
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The results of the SWOT-analysis highlight some key points: the company’s reputation, the 
quality of the product and the opportunities that lies within Pinovo leaves Rustibus with some 
advantages. The Pinovo technology is a vacuum function added, or incorporated into, surface 
preparation products. There are, however, some weaknesses and threats that should be taken 
into consideration. The competitors have a more diversified product portfolio, which makes 
them more independent and adaptable to change in the macro-environment in which they 
operate. The risk is distributed into different areas. The price of the Rustibus product is 
higher than competing firms, and the fact that Rustibus only operate within the Marine 
Maintenance Industry makes the company vulnerable to external change. After the SWOT-
analysis, it was established that more research had to be conducted to establish some 
evidence to support our findings, and our strategic proposal in Part Two. The research 
involved the collection of information from representatives of the Marine Maintenance 
Industry.    
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5.1 Introduction 
In this section we will describe the research process for the survey. The research, conducted 
in cooperation with Rustibus Pte Ltd, has been done in accordance with relevant literature on 
research methodology. The methodological process used in the research is as follows: 
 
 
 
Figure 5: Research Methodology81 
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5.2 Collection of data and information 
The primary data was collected through a qualitative e-mail survey of representatives of bulk 
carriers from Singapore, Malaysia and Hong Kong. The respondents were both customers of 
Rustibus Pte Ltd, and non-customers. The reason for collecting data from both customers and 
non-customers was to establish reasons for choosing Rustibus and reasons for choosing 
competitive brands.   	  
5.2.1 Problem definition and research objectives 
As mentioned in the introduction, the following problem definition was created in 
cooperation with Rustibus Pte Ltd:  
 
Based on the problem definition, three research objectives were set to use as the foundation 
for the questionnaire used in our research. 
1) To identify if customers are satisfied with Rustibus’ products; if not, what are causes 
of dissatisfaction? 
2) To understand why customers choose Rustibus, and why the non-customers have 
chosen competing brands. 
3) To identify obstacles that customers and non-customers predict for the future of the 
Marine Maintenance Industry in general.   
 
 
 
 
 
Should Rustibus diversify their product line, and what obstacles could they be facing in 
the future generally? 	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Diploma Project – Singapore 2011	  
	   46	  
5.2.2 Research questions 
For the above research objectives, we created the following research questions:  
1) How often is de-scaling equipment used? 
2) How often is de-scaling equipment acquired or loaned? 
3) Who conducts the surface preparation?  
4) Which methods of surface preparation are used? 
5) How do its customers perceive Rustibus?  
6) How is the Rustibus product perceived? 
7) What are the criteria for buying surface preparation products in general? 
8) How do Rustibus’ customers and non-customers perceive the future of the industry? 
 
5.2.3 Research design 
The adopted design was that of qualitative exploratory research in the form of an e-mail 
survey where some of the questions allowed the respondents to answer in depth. The reason 
for our choice of design was to establish thoughts and opinions about the product, the 
company and the future of the industry. The other reason for choosing a qualitative 
exploratory design was the lack of prior knowledge of the markets and the industry. If there is 
little or no prior knowledge of the subject, exploratory design is suitable.82 The e-mail survey 
was sent to 45 customers and non-customers in three markets: Singapore, Hong Kong and 
Malaysia.  
5.2.4 Questionnaire design 
The design of the questionnaire consists of four sections: introduction questions, Rustibus 
products, purchase criteria and the future of the Marine Maintenance Industry. It was decided 
to use different scales in the questionnaire. The following scales were used: simple-
dichotomy questions, where the respondents had two or three alternatives to choose from. 
Open format questions, where the customers were asked to express their opinions and 
thoughts. Importance questions, where the respondents were asked to rate the importance of 
criteria from 1-5. A copy of the questionnaire can be found in Appendix 1. 
 
The questions contained in the questionnaire were designed to answer the following research 
questions: 
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- Research question 1, was intended to be answered by responses to question 1 in the survey. 
- Research question 2, was intended to be answered by responses to question 2-3 in the 
survey. 
- Research question 3, was intended to be answered by responses to question 4 in the survey. 
- Research question 4, was intended to be answered by responses to question 5 in the survey. 
- Research question 5, was intended to be answered by responses to question 6 and 11 in the 
survey. 
- Research question 6, was intended to be answered by responses to question 7-10 in the 
survey. 
- Research question 7, was intended to be answered by responses to question 12-13 in the 
survey. 
- Research question 8, was intended to be answered by responses to question 14-16 in the 
survey. 
 
5.2.5 Sampling procedure  
Our sample frame for the survey was shipping operators of bulk carriers, both customers and 
non-customers of Rustibus Pte Ltd in Malaysia, Singapore and Hong Kong. The survey was 
sent to a total of 45 people within the industry. The targeted people were fleet-managers, 
general managers and vessel captains within the Marine Maintenance Industry. Rustibus Pte 
Ltd chose the respondents. 
5.2.6 Pre-test of questionnaire 
Due to time constraints, we were unable to conduct pre-testing of the questionnaire. The 
supervisor, Joan C. Henderson and the Business Development Manager, Badrul Hisham 
Jasni, at Rustibus Pte Ltd provided us with feedback on how to improve the questionnaire. 
We made some changes to the survey after in-puts from the above-mentioned parties. The 
improvement of the questionnaire was done in the beginning of March and the survey was 
sent out to the respective respondents on the 15th of March.  
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5.2.7 Data collection 
Most of the provided contact details came from Hong Kong and Singapore, but there were a 
few people from the Malaysian market. We had a goal of reaching a minimum of eight 
responses. After a week, the response rate was unsatisfactory and we decided to send out a 
reminder to the people that had not responded. At the end of the period, the total number of 
respondents was 10, making a 22.2% response rate. This figure is acceptable in a qualitative 
survey.83 The survey did not provide the amount of information intended, but a qualitative e-
mail survey within this industry proved to be quite difficult.  
5.3 Analysis of data 
As this was a qualitative survey, traditional data-analysis programs such as SPSS, were not 
used. The population of respondents was only 10; therefore, the answers could not provide 
any generalization of the industry. However, the survey findings will be used to inform the 
strategic recommendations. The only generalization done was within the population to see if 
there were any common answers. As the survey provided longer answers than many 
quantitative surveys, Keynote, Numbers and Word were used as tools to make lists, tables 
and graphs to try to generate conclusions from the completed survey.   
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6.1 Introduction to survey 
The survey findings have been divided into four parts in correspondence with the structure of 
the questionnaire. The first part consists of some background information on the respondents, 
the distribution of respondents from the three markets and information on how and who 
conducts the surface preparation. The second part consists of the findings from the 
respondents’ rating of Rustibus’ products and their opinion of the product. The third part 
consists of the findings from the respondents purchase criteria. The fourth and last part of the 
findings consists of the respondents’ opinions and thoughts about the future of the Marine 
Maintenance Industry.  
6.2 Survey findings – Introduction questions 
The first section will identify the geographical profile of respondents. The first part was done 
to establish background information about the respondents, industry trends when it comes to 
the methods of surface preparation used, acquisition of equipment and to see if surface 
preparation is a operational activity for the firms or if its being outsourced to third party 
companies. Table 9 shows the geographical distribution of respondents from each of the three 
markets and if they are customers or non-customers. 
 
Table 9: Distribution of respondents 
 
Table 10 shows the responding companies, title/role of the respondents, the markets and the 
companies’ frequency of surface preparation use. The survey was anonymous to the extent 
that names are left unmentioned and quotations are not attributed to specific companies.  
 
 Singapore Malaysia Hong Kong 
Customers 4 2 2 
Non-customers 2 0 0 
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Company Role/title Market Frequency of surface 
preparation 
Masterbulk Pte Ltd Purchasing Manager Singapore Twice a year 
Rickmers 
Shipmanagement 
Pte. Ltd. 
Senior 
Superintendent 
Singapore Regular use on 
exposed surface 
Wallem 
Shipmanagement 
Limited 
Fleet Manager Hong Kong 10 days a month on 
each vessel on 
average  
Gearbulk Shipping 
Singapore Pte Ltd 
Captain/Manager Singapore On weekly to monthly 
basis 
Bernhard Schulte 
Shipmanagement 
Pte Ltd 
Technical Officer Singapore Every month 
Fleet Management 
Limited 
General Manager Hong Kong On a daily basis 
Odfjell Asia Pte Ltd Technical 
Superintendent 
Singapore Frequently 
PSM Perkapalan 
SDN. BHD 
Marine 
Superintendent 
Malaysia On a daily basis, 
depending on the 
weather 
Wilhelmsen Ship 
Management  
Technical & 
Development 
Manager 
Malaysia New fleet – has 
reduced the frequency 
Tanker Pacific 
Management  
Purchasing Manager Singapore New fleet – has 
reduced the frequency 
Table 10: Company profiles 
In questions 2-3, we requested information on how and how often the respondents acquired 
de-scaling equipment. We wanted to establish the extent to which the respondents were 
dependent on new acquisitions. This was done to reveal any opportunities for Rustibus and to 
see which of the acquisition methods were the most popular. All respondents buy their 
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equipment, and there was only one of the respondents that had rented equipment before. One 
of the respondents said that no such service existed. The range of equipment acquisition went 
from a couple of times a year to every one or two years. The questions revealed that the 
respondents buy their equipment, which should be taken into consideration in future strategic 
decisions about distribution.  
Question 4, about who conducts the actual surface preparation, generates evidence that this is 
an operational activity that is left to the crew. All the respondents answered that the crew 
conduct the surface preparation themselves. If this had been an outsourced activity, issues 
such as safety, efficiency and environmental damage could be irrelevant for the respondents 
as responsibility would partially lie with third-party companies.  
In question 5, we wanted to see which of the surface preparation methods were the most 
popular within the population. Mechanical de-scaling and manual chippers are the most 
common methods used, which can be explained by the majority of respondents being 
customers of Rustibus. Although the majority uses products from Rustibus, they also use 
different methods of surface preparation. The reason for this will be explained later on, when 
the respondents explain the limitation of mechanical de-scalers.  
 
Figure 6: Method of surface preparation used by the respondents 
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6.3 Rustibus’ products 
This part of the survey will reveal the respondents’ opinions of Rustibus and the rating of the 
products. Answers to question 6 revealed that all respondents were familiar with Rustibus’ 
products and services. Question 7 asked the respondents to describe how satisfied they were 
with the current Rustbus product portfolio. All the respondents were satisfied with the 
Rustibus product and the performance to some extent. There were, however, some areas of 
suggested improvement when it comes to distribution. One of the respondents said that the 
availability of products in limited ports is one area of improvement.  
Some of the respondents mentioned that they were satisfied with the large range of products, 
but Rustibus only offer mechanical de-scaling equipment. The study shows that the 
respondents use more than one form of surface preparation and these are products from 
competing brands. One of the respondents mentioned that the Rustibus sales/marketing team 
put in good efforts and that their skills are commendable. This indicates that there is a high 
satisfaction amongst some respondents with the service the company delivers to their 
customers.  
Question 8 asked if the respondents prefer Rustibus products to other de-scaling products. 
Some of the respondents mentioned that the Rustibus product is superior to other methods 
when it comes to results, efficiency and use. The problem is that the Rustibus product has its 
limitations when it comes to corners and areas that are difficult to access. One of the 
respondents mentioned that:  
“Rustibus should introduce an effective product which bears the Exi or ExD certification 
(Intrinsically safe or Explosion proof) to allow supply on tankers (oil/chem./gas) where 
requirements are stringent.”  
This shows that there are some areas of improvement when it comes to accessibility and safe 
proofing for the oil and gas segment. The overall impression from the population is that 
Rustibus has a good reputation among customers and non-customers, but they are lacking in 
diversity.  
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Question 9 asked the respondents if they believed that Rustibus lacked any attributes/features 
in their offered product and service. The majority stated that they were happy with the current 
features of the offered product and service. However, some of the respondents missed some 
features. One of the respondents said that good rental service, high cost of consumables and 
worldwide availability could be improved. Price, noise, vibration and the possibility of using 
the product on dangerous carriers of oil and gas were also mentioned. Apart from the areas of 
improvement, one of the respondents said: “Rustibus should maintain present sales services 
to its regular customers.” The outcome of question 9 is portrayed in the figure below.  
 
Figure 7: Missing Attributes 
Question 10 asked if there were any of the current attributes/features of the Rustibus product 
that could be improved. Improvement of current products to fit use on LNG vessels was 
mentioned again. More sales offices, durability of consumables through further R&D, 
distribution and evolution of the product to fit use on LNG vessels were mentioned.  
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Question 11 asked the respondents to rate the Rustibus product on a scale from 1-5. The 
outcome revealed that Rustibus score high on product quality, efficiency and user friendly. 
Price, in transit operation and availability of spare parts was the areas that the respondents 
gave Rustibus the lowest score. The mean scores of the respondents’ rating of Rustibus’ 
product are shown in the figure below.  
 
 
Figure 8:  Mean score of the respondents rating of Rustibus’ product 
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6.4 Purchase criteria 
In this section of the survey, the goal was to identify the respondents’ highest valued 
purchase criteria and the main reason for choosing products from Rustibus as opposed to 
competing brands/products. This was done to see if Rustibus’ product matched the purchase 
criteria respondents rated highest.   
Question 12 asked the respondents to rate their main criteria for buying surface preparation 
equipment on a scale from 1-5. The figure below shows the mean scores of the highest valued 
purchase criteria. 
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Figure 9:  Mean score of the highest valued purchase criteria from respondents 
Figure 9 shows that product quality, efficiency and user friendly are the highest ranked 
purchase criteria. This means that Rustibus’ product attributes correspond to customer’s 
criteria, according to the respondents. The lowest valued criteria are price and 
environmentally friendly. Price was the lowest rated purchase criteria, and the majority of 
respondents being customers of Rustibus could explain this. The environment scored low, 
which could indicate that the respondents have yet to incorporate or enhance environmentally 
friendly measures in operations or activities.  
Question 13 asked the respondents to name the main reason(s) for buying a Rustibus product 
as opposed to competing products. This included both customers and non-customers. The 
respondents listed the following as reasons for buying Rustibus products: support, service, 
quality, reliability, safe, environmentally friendly, cost and efficiency. One of the answers 
from a respondent is summarized below. 
“Excellent Marketing effort by Mr. Badrul Jasni by understanding the client’s needs and 
catering to his requirements with a range of options – especially the rental option when 
owners do not want to incur a capital cost. Then waiving the rentals and charging only for 
parts used in exchange for word of mouth promotion to industry colleagues, photos of Before 
and After with permission to use same.” 
One can conclude by saying that the key areas that Rustibus focus on are all represented in 
the reasons for choosing Rustibus products as opposed to competing brands, listed by the 
population asked.  
6.5 The future of the Marine Maintenance Industry 
The last section of the survey tried to identify thoughts and opinions about the future of the 
Marine Maintenance Industry.  
In question 14 the respondents were asked if they believe that environmental impact will 
become a more significant criterion when buying de-scaling products in the future. This 
question created the most differentiated answers from the respondents. Some of the 
respondents said no, but most of the respondents replied that it would become more important 
due to the regulations that are being forced on to the industry. Some said that it would 
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become important for some companies, for the sole reason of giving the impression of being 
environmentally friendly, not because it is the right thing to do. One of the respondents said 
that environmentally friendly products are the future. The conclusion is that there are a lot of 
conflicting opinions when it comes to the issue of environmental impact from the population, 
but the majority emphasized the importance of environmentally friendly products in the 
future.  
In question 15 the respondents were asked if they believed that mechanical surface 
preparation products have reached the saturation point. The goal was to identify the 
respondent’s opinions on whether or not the product had reached the end of its life cycle. The 
outcome showed that the majority (1 yes and 5 maybe) believed that it may have reached the 
saturation point and that something new might replace the traditional form of surface 
preparation. The outcome of question 15 is listed in Figure 10 below. 
 
Figure 10: Have mechanical surface preparation reached maturity? 
Question 16 is the final one of the survey, and requested any additional information or 
thoughts about the future of Rustibus or the Marine Maintenance Industry as a whole. Three 
respondents made an end comment.  
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- “Environmentally friendly products will be the slogan of the future in the Marine 
Maintenance Industry” 
- “Need product for LNG vessels” 
- “This product will definitely grow in the near future as most ships are still using the manual 
chipping guns / hammers etc. Rustibus’ de-scaling machines could improve in the future as 
they grow and analyse the market and more shipping industries will definitely use such 
machines as they could save more manpower and costs in the longer run. This will also 
produce better efficiency in the Marine Maintenance Industry as technology improves day by 
day with the sophistication of the machines which would most certainly create better future 
for the crew, managers and owners of the vessels.”  
The conclusion we can draw from the last question is that some practitioners believe 
environmentally friendly products are the future, that there is a need for product development 
for LNG vessels and mechanical de-scaling still has the potential for growth.  
6.6 Summary of Findings 
The survey data contributes to a better understanding of the customers’ preferences and the 
way surface preparation is conducted. The first part revealed that the population had 
similarities when it came to frequency of use, acquisition of equipment and surface 
preparation activity. The majority of respondents also seemed to use more than one surface 
preparation method.  
The respondents were all satisfied with the Rustibus product and stated that the results from 
using them were greater than those of competing brands and methods. Product quality, 
efficiency and user friendly were highlighted as criteria regarding which Rustibus performed 
the best. There was, however, some respondents who explained that Rustibus’ products were 
lacking the ability to perform on areas such as LNG vessels, and that there was a need for 
high quality products in this segment. The respondents also mentioned Rustibus’ reputation 
and the service the company provides as one of the value adding features of the product. 
Price, in transit operation and availability of spare parts were the areas given the lowest score 
by respondents. Availability of the product and more sales offices were mentioned as areas of 
improvement. One of the respondents said that Rustibus did not offer rental schemes. 
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Although the answer came from one individual, communicating the services Rustibus offer 
could be improved as well.  
The outcome from the respondents’ highest valued criteria rating revealed that the mean 
score for the three highest valued criteria were in fact the same three highest ranked Rustibus 
product attributes. Again, the respondents listed the following as reasons for buying Rustibus 
products as opposed to competing brands: support, service, quality, reliability, safe, 
environmentally friendly, cost and efficiency.  
The respondents had conflicting answers when it came to the question of the future 
importance of environmentally friendly products. The majority, however, responded that the 
importance of this issue would grow. The majority of the respondents answered that 
mechanical surface preparation may have reached its saturation point, which indicates that 
the population could be hoping for a new surface preparation method in the coming years and 
that the industry will evolve soon. Given the low response rate generated by the last question, 
the comments in this question cannot be used for providing additional arguments for 
diversification.   
7.1 Conclusion findings 
The findings from the e-mail survey suggest the competitive advantages that Rustibus 
possess when it comes to product quality, efficiency and ease of use. All the respondents 
were satisfied with the product and the results they produce. The survey revealed the need for 
diversification as some customers were missing a high quality product for oil and gas vessels 
and a high quality product for areas of the ship current Rustibus products are unable to reach.  
The findings revealed the need for continuing the good service Rustibus Pte Ltd is 
performing and the improvement of the rental service the company provides. Distribution is 
also an area that could be improved to meet the industry demand and to reduce the risk of 
customers buying competing brands.  
Although there were conflicting answers when it came to the importance of environmentally 
friendly products in the future, the majority stated that the importance would increase.   
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The survey identified three issues that must be taken into consideration when outlining future 
strategies for the company: diversification, product evolution/R&D and improvement of 
distribution.  
7.2 Limitations  
There are some limitations that should be identified as factors that have, to some extent, 
affected the generated data. The response rate from the e-mail survey was low, but there were 
10 respondents, which is sufficient for a qualitative survey. The conclusions have some 
validity, but the low response rate makes it impossible to generalize outside the population.  
There was no actual pre-testing of the survey besides the feedback from the supervisor and 
the sponsoring company, which is another limitation to the survey. Due to time constraints, 
the survey was sent to the respondents after the feedback.  
Another limitation is that the majority of respondents were current customers, and there were 
fewer non-customer respondents than expected. This resulted in an uneven distribution of 
respondents, which may have favored positive responses.   
8.1 Summary of Part One 
The first part of the diploma report comprises of analyses of the company’s micro- and 
macro-environment and the results from an e-mail survey with customers and non-customers 
from Singapore, Malaysia and Hong Kong. The research into the micro- and macro-
environment was done to reveal the industry’s attractiveness, the company’s weaknesses and 
strengths and the threats and opportunities that challenge the company and industry. The key 
findings from the three exercises are highlighted below.    
8.1.1 Micro-environment 
The internal analysis revealed several key factors that represent, or have improved, the 
competitive advantages of Dalseide Shipping Services AS and Rustibus Pte Ltd. The fact that 
Dalseide Shipping Services AS has moved its primary operations from Bergen to Antwerp 
will reduce costs, which in turn enables financial resources for product development. Quality 
and service are the main focus area for the company. The core competencies are the patented 
chain-link system and the reputation of Rustibus Pte Ltd. The name change of the SBUs has 
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made it easier for the company to market themselves to customers outside their primary 
market, as the brand name is better known than the company name.  
8.1.2 Macro-environment 
The external analysis revealed several key factors to consider when in the process of deciding 
whether or not to diversify the product line. The three analyzed markets are all expected to 
attract new business in the coming five years through business-oriented policies. The 
expected economic growth in the markets contributes to and reinforces the attractiveness of 
these markets. Rustibus will face challenges in the coming years from competing brands, as 
the main competitors have diversified their product line. However, the advantage of Rustibus 
is their reputation for quality products and services. R&D is important for Dalseide Shipping 
Services AS, as the industry is highly competitive.  
8.1.3 E-mail survey 
Through the e-mail survey it was established that there might be a need for diversification 
and product evolution, as respondents requested high quality Rustibus products in categories 
and in segments in which they are yet to operate. The service Rustibus Pte Ltd delivers was 
highly appreciated by respondents and the importance of continuing to provide the same 
service for customers in the future was emphasized. The improvement of existing services 
such as the rental scheme was also mentioned. Availability of products and spare parts was 
mentioned as an area of improvement. It seems that future strategies should include 
improvement of distribution to meet the respondents’ demands in South East Asia.      
8.2 Conclusion of Part One 
The findings from Part One will be used when recommending future strategies for Rustibus 
Pte Ltd and the company as a whole, Dalseide Shipping AS, in Part Two, which follow. The 
conclusion from Part One is that Dalseide Shipping Services AS, with Rustibus, should 
diversify their product line in order to remain competitive in the Marine Maintenance 
Industry. The Nine Strategic Windows suggested that the company should strengthen its 
global position and a diversification strategy should be implemented to ensure future growth.  
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9.0 Part Two 
 
Figure 11: Guideline of the steps to each section in Part Two 
9.1 Introduction to part two 
A meeting with Rustibus Pte Ltd the week before the submission date revealed that the 
company had already begun the process of diversification. The company was waiting for 
certification of their de-scaling machines for LNG vessels to be approved. The Pinovo 
technology was established as a separate business entity and had begun the process of being 
introduced to the oil and gas industry. Part Two has been done without the knowledge of the 
activities taking place in the sponsoring company, and the study must be judged accordingly. 
The objective of this study, for Rustibus Pte Ltd, was to gain material to use in the support of 
their diversification strategy. Parts of the recommended strategies have thus proved to be in 
line with the company’s actual activities, which is interesting and add to the validity of the 
group’s conclusions and rationale. All the recommendations made in Part Two are solely 
based on the group’s subjective thoughts, and the research done in Part One.  
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9.2 Strategic problem definition and objectives 
The findings from Part One of the diploma suggested that there is a need for product 
evolution of the Rustibus product in order to remain competitive in the Marine Maintenance 
Industry. The answer to the general problem definition is that Dalseide Shipping Services AS 
should diversify their product line. If Dalseide Shipping Services decides to diversify the  
product line and introduce new products in the surface preparation category, a new category, 
or both, the provided strategies will cover both the company as a whole and the SBU 
Rustibus Pte Ltd. The study is limited to the South East Asian market, as the study scope 
concentrates on this region. The strategic problem definition is as follows: 
Solving the strategic problem defined above involves answering the following questions 
related to strategic objectives: 
1) Should Dalseide Shipping Services diversify in the same business or in a new 
business? 
2) What are the critical success factors of diversification for the company? 
3) What should Dalseide Shipping Services consider when developing new products? 
4) Which marketing mix should Rustibus follow? 
The first strategic objective will be answered in the corporate-level strategy, as this decision 
falls under this level of strategic decision. The second objective will be drawn from a 
weighted SWOT-analysis, where the weights were decided subjectively. The third objective 
will be answered in the section that describes the recommended process of introducing a new 
product. The fourth objective is answered in the section concerning marketing mix. 
Recommendations are made in all the respective sections of Part Two.  
 
 
 
What	  is	  the	  most	  appropriate	  way	  for	  Rustibus	  to	  diversify	  their	  product	  line	  in	  
South	  East	  Asia?	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9.2.1 Vision 
Rustibus’ vision is hidden in the company’s website under the company profile. It is at the 
very end of the company background and information. The vision should be more visible so 
that both customers and employees are familiar with the company’s ambitions.  
 
9.2.2 Mission 
The vision is the foundation for the firm’s mission. A mission specifies the business or 
businesses in which the firm intends to compete and the customers it intends to serve. The 
firm’s mission is more concrete than its vision. However, like the vision, a mission should 
establish a firm’s individuality and should be inspiring and relevant to all stakeholders. 
Together, vision and mission provide the foundation the firm needs to choose and implement 
one or more strategies.84 The mission was created by the group and is based on the 
company’s strengths in the SWOT-analysis.  
 
Dalseide Shipping Services’ vision, and the mission created by the group, will help guide and 
support the recommendations made in the following sections. These are kept in mind when 
outlining the strategies so that recommendations are in line with the company’s identity and 
goals. 
 
 
Dalseide	  Shipping	  Services	  aims	  to	  be	  the	  customer’s	  first	  choice	  in	  maintenance	  
equipment	  and	  the	  leading	  innovative	  maker	  and	  supplier	  of	  mechanical	  
maintenance	  products	  for	  the	  marine	  and	  offshore/onshore	  industries.	  	  
Our mission is to deliver safe, environmentally friendly quality products and services in 
the Marine Maintenance Industry, and to continue to innovate and develop new 
solutions and products to meet our customers’ desired needs in all surface preparation 
activities.  
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10.1 Introduction – Strategic objective question one 
The first strategic objective is to establish if Rustibus are to diversify in the same product 
category/same business or in a new product category/new business. The establishment of 
which method of diversification should be implemented, and how this should be done at the 
different levels of the company, will be discussed in terms of the corporate-level, the 
business-level and the functional level strategies.  
10.2 Strategy 
A strategy is an integrated and coordinated set of commitments and actions designed to 
exploit core competencies and gain a competitive advantage.85 The firm’s goals and visions 
often determine which strategies should be implemented. The continuous fluctuating of 
customer preferences is a challenge that many firms need to meet. As a result, the planning of 
goals and objectives is an important task for most firms to gain customer satisfaction and 
thereby be successful. There exist strategies on different levels that can be implemented by a 
firm, which are determined by goals and objectives. The strategic planning generally takes 
place at three levels: corporate, business or division and functional levels.  
The corporate-level strategy concerns the whole organization and it involves decisions 
determined by the top-management. The strategy is planned on the basis of the firm’s mission 
and overall structure.86 The business level strategy concerns managers from different 
divisions (Rustibus Pte Ltd). The strategies define how the firm should compete against its 
rivals in the industry or market depending on what the division is responsible for. The 
business level-strategy must be aligned with the corporate level strategy. The functional level 
strategy concerns mangers on a functional level. The decisions pertaining to the goals that 
they propose to pursue to help the division attain its business level goals.87 
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Figure 12: The three hierarchical levels of strategy88 
 
10.3 Corporate-level strategy 
A corporate-level strategy specifies actions a firm takes to gain a competitive advantage by 
selecting and managing a group of different businesses competing in different product 
markets.89 Hence, these are strategies a firm uses to diversify their operations from a single 
business competing in a single market into several product markets and, most commonly, into 
several businesses. The intention of implementing a corporate level strategy is mainly to 
increase the firm’s value by gaining a new strategic position. The purpose of increasing value 
is to grow revenues and profit. Furthermore, there are several strategies to gain growth. Firms 
can pursue market development by moving into different geographical markets, acquire 
competitors (horizontal integration), and buy a supplier or customer (vertical integration) or 
diversification.90 
 
10.3.1 Diversification 
“The Nine Strategic Windows” model suggests that Rustibus should strengthen their global 
position. Rustibus’ competitors have initiated diversification strategies and offer a more 
diverse product line. In order to remain competitive, Rustibus should pursue the same 
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strategy, as they offer products of high quality that are in demand in areas where Rustibus is 
yet to operate. Thus, the strategy will concern the whole firm, Dalseide Shipping Services 
AS. The strategy addresses two key questions: in what product markets and businesses the 
firm should compete and how the corporate headquarters should manage the business. When 
executing a diversification strategy, a business level strategy must be used for each of the 
businesses where the firm decides to compete.91 Diversified companies vary according to 
level of diversification and the connections between and among the businesses. The level of 
diversification is determined by the reason for diversification. This is shown in Table 11. 
 
Table 11: Levels of diversification92 
According to Table 11, Dalseide Shipping Services are currently using a dominant business 
diversification since 70% or more of the generated revenues come from a single business, the 
de-scaling machines. The rest of the revenues come from other product markets (products 
that are in the same category e.g. surface preparation, but are used on different levels or in 
different areas), such as lubrication, safety, and cargo holdings equipment etc. This mean that 
they are operating in different product markets, within the same business.  
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To map out the most favorable diversification strategy for Rustibus Pte Ltd, it is essential to 
establish the motive for diversification. Rustibus’ motive for diversification could be to be 
proactive in meeting future challenges and the uncertainty regarding an increased competitive 
climate. The current product line is perceived to have reached maturity in the product life 
cycle, and this could threaten the company’s future cash flow. This suggests a value-neutral 
reason to diversify, which includes matching and thereby neutralizing a competitor’s market 
power. As a firm’s product line matures or is threatened, diversification may be an important 
defensive strategy.93 Value-neutral diversification mainly involves a low to high level of 
diversification strategy. Diversifying into other product markets or into other businesses can 
reduce the uncertainty about a firm’s future cash flows.94 
10.3.2 Should Dalseide Shipping Services diversify in the same business or in a 
new business? 
Diversifying in the same business means that a new venture is strategically related to the 
existing line of business, this is known as concentric diversification. If there is no common 
thread of strategic fit or relationship between the new and old lines of business (unrelated 
business) the strategy is known as conglomerate diversification.95 From the competitive 
analysis and Porter’s five forces, we revealed that the competitors are offering a more diverse 
product line. Hence, the future is threatening, as the competitors are developing products that 
perform in other product markets. The value-neutral reason for diversification suggests that 
using concentric diversification should only be used if there is a potential for growth in the 
current business. The Porter’s five forces model led to the conclusion that the current market 
has a moderate “attractiveness”. This implies that the industry is moving towards a maturing 
stage where profitability is decreasing. As a result, a conglomerate diversification strategy is 
perhaps the answer for Rustibus Pte Ltd and Dalseide Shipping Services in the future. 
Executing this form of strategy implies that there should be a link between businesses. The 
research performed in this study is limited and does not provide sufficient information to 
suggest a new business category for Rustibus Pte Ltd to enter. Nevertheless, the current 
market attractiveness is moderate, meaning that there is a potential for growth for the current 
business. Consequently, we will focus on diversification in the same business and 
recommend which diversification strategy that is appropriate in the Marine Maintenance 
Industry. 
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As the diversification strategy for Dalseide Shipping Services will be in terms of product 
evolvement, they should address the purpose, and establish a goal, for the product. The 
purpose of launching a new product could be many. Typical reasons could be to secure 
investments, gain market share etc. By analyzing the current products performance using a 
BCG-matrix, Dalseide Shipping Services can get a deeper insight into which current products 
are unprofitable, and which the new products could generate income. 
 
10.3.4 BCG Matrix  
The Boston Consulting Group (BCG) Matrix is an analytical tool used to position a product 
in relation to market growth and market share. The matrix is based on the assumption that 
high market share implies high earnings. It is divided into four categories: cash cow, stars, 
question mark and dog. If a product is situated in the cash cow category, it suggests that it is 
profitable, and that it is not critical to invest in it as the market growth is low. In a star 
position, the company has a good market position and high revenues and market growth. To 
keep in pace with the market, companies in the star position should reinvest their profits. In 
the question mark, the company should consider the possibility of developing its competitive 
advantage which could earn them the star position on a long-term, or if they should give up 
the product completely. Cash flows in the question mark are commonly negative because of 
their low market share and depend on a stream of capital to gain a better market position. If a 
product is situated as dog, it should be discontinued or kept, as long as the revenues are 
positive without further investments.96 
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Figure 13: The Boston Consulting Group Matrix - BCG-Matrix 
 
During the introduction phase of a new Rustibus product, the market share will be low. 
Therefore, the product will most likely be positioned in the question mark or dog category, 
depending on the market growth within the market. Either way, the product will require 
investments to gain market share. Growing markets require greater investment than mature 
markets, as the quest for market share is more resource demanding in growing markets. A 
key assumption to the BCG matrix is that higher market share leads to an accelerated 
experience curve effect, and hence lower costs and higher margins. By investing in the new 
product, it may obtain a star position if the market is growing. If not, it may become a cash 
cow, which will be a source of income with minimum investment needs.97 Evidently, that 
would be the best-case scenario for Rustibus.     
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10.4 Business-level strategy 
A business-level strategy is an integrated and coordinated set of commitments and actions the 
firm uses to gain a competitive advantage by exploiting core competencies in specific 
products markets.98 Hence, the purpose of business-level strategy is to create differences 
between the firm’s position and those of its competitors. The strategy is a deliberate choice 
about how the firm will perform the value chain’s primary and secondary activities to create a 
unique value99. The business strategy is intentionally used to compete in an individual 
product market, which is chosen by the firm. A firm competing in a single-product market 
area in a single geographic location does not need a corporate –level strategy to deal with 
product diversity or an international strategy to deal with geographic diversity.100 However, a 
diversified firm will use one of the corporate-level strategies as well as a separate business-
level strategy for each product market it competes in. 
 
 
Figure 14: Five Business-Level Strategies101 
 
To gain a strategic position over competitors, a firm can choose between five different 
business-level strategies as depicted in Figure 14: cost leadership, differentiation, focused 
cost leadership, focused differentiation or integrated cost leadership/differentiation. Each 
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business-level strategy helps the firm to establish and exploit a particular competitive 
advantage within a particular competitive scope.102   
 
If Dalseide Shipping Services are to diversify their product line, they must plan a separate 
business-level strategy for each division to meet the competition. The company resources 
support Rustibus Pte Ltd, having a differentiated patented product. One can argue that 
Dalseide Shipping Services is executing a cost-leadership strategy for the business in the 
South East Asian market due to the limited marketing budget and the low inventory costs. 
However, due to the fact that Rustibus Pte Ltd has great traveling costs, it does not represent 
a significant cost advantage over competing companies. Thus, Rustibus Pte Ltd is executing a 
differentiation strategy. The uniqueness of the chain-link system is a competitive advantage.  
The differentiation lies in the quality of the de-scaling products, but the performance of good 
pre- and after sales service has enabled a good reputation among customers and should be 
recognized as a differentiated activity. Giving customers an analysis of which surface 
preparation equipment that suit them best, is an example in service differentiation. These 
activities are deliberately implemented to be competitive in the industry. If the SBU Rustibus 
Pte Ltd implements a differentiation strategy, it will increase the business’ competitive edge 
in the future. The high price of Rustibus products is justified by the perceived high quality of 
the product.  
 
10.5 Functional-level strategy 
The strategic issues at the functional level are related to business processes and the value 
chain. Functional level strategies in marketing, finance, operations, human resources, and 
R&D involve the development and coordination of resources through which business unit 
level strategies can be executed efficiently and effectively.103 In terms of diversification, it is 
crucial for a firm that the resources are organized and utilized in such a way that it develops a 
competitive advantage. With this in mind, the functional-level strategy should be aligned 
with the business-level strategy, which in this case is differentiation.   
Having a good reputation among customers is an advantage for Rustibus Pte Ltd in order to 
launch new products. However, the biggest obstacle with diversification is to match the 
supply and demand. In addition, the market is already highly competitive with competitors 
offering other products within the same business. Launching a differentiated product implies 
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that the product has to hold several attributes that competing firms are yet to offer (point of 
difference). While diversifying, an important operating task is to communicate with 
customers and highlight the benefits of acquiring the new products. In addition, 
improvements in human resources such as recruiting new sales people could be important.  
Overall, the most vital operating function for Rustibus Pte Ltd is the marketing and sales 
function. Therefore, the division should be critical when recruiting new employees and 
evaluate performance and continuously seek room for improvements.   
 
11.1 Introduction – Strategic objective question two 
This section will describe the critical success factors for devising or implementing the 
proposed strategy. To arrive at the critical success factors, a weighted SWOT-Matrix has 
been included. The weighted SWOT-Matrix is based on the group’s subjective judgment of 
the importance of the different points in the SWOT-analysis.  
11.2 Weighted SWOT-Matrix 
A weighted SWOT-Matrix is used to help identify some critical success factors for Dalseide 
Shipping Services, with Rustibus Pte Ltd, to be successful in implementing the strategy(s).  
The SWOT groups the company’s strengths, weaknesses, opportunities and threats, but it 
does not address the importance of each SWOT component. Therefore, selected points in the 
SWOT will be assessed individually in four matrixes, in relation to their importance for 
Rustibus. The points are selected on the basis of importance for Rustibus, and will be rated 
on a scale from 1 to 5 in importance, where 5 is the highest- and 1 the lowest rated 
importance. The strength- and weakness matrix will also include Rustibus' performance score 
on each point, while the opportunity- and threat matrix will rate each point's probability. The 
ratings are based on research and the group's prognosis, and will be supported by arguments. 	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11.2.1 Strength Matrix 
	  
Figure 15: Strength Matrix 
Strength Criteria  Importance Score 
1. Good reputation 5 4 
2. Differentiated Rustibus products 4 4 
3. Loyal customers 5 4 
4. Service 4 5 
5. Innovativeness 5 4 
6. Adapting to local market needs 4 4 
Table 12: Strength Criteria  
1. As word-of-mouth marketing is a major marketing channel for Rustibus, it can be argued 
that the company relies on a good reputation. Naturally, word-of-mouth marketing will only 
have a purpose if Rustibus' customers have a good experience with their service and 
products, to allow information about positive experiences to be forwarded to potential 
customers. Therefore, good reputation scores 5 on importance. Rustibus' good reputation can 
be explained by several factors. Focus on the environment is an escalating issue of 
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importance for many companies, and dealing with environmentally friendly companies is of 
great significance. Delivering environmentally friendly products has been a considerable 
priority for Rustibus throughout the company's lifetime, which has contributed to their 
reputation. Their relationship oriented service and expertise in the area of surface 
maintenance are also contributing factors, along with product quality and durability. Despite 
these factors, they scored 4 on reputation because of their limited product line.   	  
2. Rustibus products have several points of difference, which differentiates the company's 
products from their competitors. These are: the patented chain-link technology, on voyage 
usage, safe and no-license operation and environmentally friendly products. Despite their 
points of difference, the products are somewhat easy to copy, as they are replicated by a 
Korean company. Therefore, they only score a 4 on differentiation, while the importance is 
rated 4. 	  
3. Loyalty of customers is not easily measured, as we do not know whether Rustibus' 
customers also buy de-scaling products from other companies. However, it is reasonable to 
assume a degree of loyalty among Rustibus' customers due to their close relationship with the 
company's sales team and positive feedback on their products. Customer loyalty can prove 
important when launching a new product, as close customer relationships will make it easier 
to create awareness around a product launch. 	  
4. Rustibus' pre- and after sales service is a strong resource of the Singapore Office and an 
important focus to maintain customers. The service adds value to and justifies the price, 
which is higher than competitors'. Rustibus' sales team's expertise helps customers to make 
the right decisions concerning which product(s) fits their needs, and provide them with 
sufficient after-sales support, which makes out a 5 score.	  
5. Ever since the establishment of Dalseide Shipping Services, innovation has been an 
important resource for the company. With their patented chain-link technology, Rustibus 
started as an innovative firm and has upheld their innovative tradition to evolve their product 
portfolio by introducing products for different areas within the Marine Maintenance Industry. 
However, the market is constantly evolving, which emphasizes the importance of innovation. 
Rustibus scores 4 on innovations, as they have a strong innovative tradition.	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6. Dalseide Shipping Services is present in diverse markets where there are likely to be 
differing demands. That can make it difficult to adapt, as it is cost intensive to invest in 
individual markets and offer different products to each market. Rustibus Pte Ltd has adapted 
to the South East Asian relationship focused business style, which indicates a service 
adaptation effort and a merit of 4.	  
 
11.2.2 Weakness Matrix 
	  
Figure 16: Weakness Matrix 
Weakness Criteria Importance Score 
1. Competitors’ diverse portfolios 4 3 
2. Price 3 3 
3. High cost of sale 3 4 
Table 13: Weakness Criteria 
1. The fact that Rustibus only offer de-scaling products can be considered a weakness, as they 
depend on the demand for one single product category for revenue, hence the score at 3. 
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Rustibus' competitors tend to produce products in several product categories within the 
Marine Maintenance Industry, which implies less reliance on the de-scaling product category 
and the Maritime Maintenance Industry.  	  
2. Rustibus' products are sold at a higher price than competing brands. Nevertheless, 
customers pay for quality and an unrivalled service, and the questionnaire revealed that the 
high price is not an issue, which is why both importance and score is set at 3.   	  
3. Rustibus Pte Ltd's customer relationship focus implies frequent visits to customers' local 
markets, which stretch far away from Singapore. Therefore, travelling costs make out a 
considerable amount of Rustibus Pte Ltd's budget, both to maintain present and attain new 
customers. Altogether, this contributes to a high cost of sale, which has a score of 4.   	  
 
11.2.3 Opportunity Matrix  
 
Figure 17: Opportunity Matrix 
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Opportunity Criteria Importance Probability 
1. PINOVO 5 5 
2. Establishment of SBU in Dubai 4 4 
3. Reallocation of production 4 5 
4. Expected import/market growth in the three markets 4 4 
5. Diversification 5 4 
6. LNG Vessel certified Rustibus products 5 4 
Table 14: Opportunity Criteria 
1. According to Rustibus Pte Ltd, Pinovo is an innovative and revolutionary product on the 
surface preparation market. If this information is valid, it could become a great opportunity 
for the company in the coming years, especially considering the demand within the gas, oil 
and LNG vessel market. If Pinovo is a new innovative technology or a product with 
somewhat differentiated and demanded set of features, it can be of great importance for the 
Dalseide company and Rustibus Pte Ltd. As the Pinovo product is already developed, it is 
highly probable that the product will be introduced within the coming two years. 
Consequently, Pinovo is important, and scores 5 on both importance and probability.	  
2. Establishing a SBU in Dubai is important to strengthen Rustibus' global position, therefore 
it scores 4 on importance. On the other hand, such an expansion will probably require 
increased travel costs, so a possible expansion should be based on a strong confidence that 
the market will be profitable. As Rustibus Pte Ltd is already in the process of negotiating 
with possible customers, it scores 4 on probability.	  
3. The reallocation of production from Bergen to Antwerp is important to Rustibus as it is 
predicted to save costs by 10-15%. In a highly competitive industry, every cost saving 
measure is of great importance to increase margins and thus reinforce the competitive 
position, and the opportunity is therefore rated 4 in importance. The estimated completion of 
the reallocation process is in the end of 2011, which is why the probability is rated 5.	  
4. The expected import growth in Hong Kong, Singapore and Malaysia indicates that the 
demand for Rustibus products will not decrease as a result of a decline in the economy in 
these markets. Since the growth predictions apply to the overall import growth in these 
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markets, it is not certain how and if it will affect the Marine Maintenance Industry, but it is 
an indication that the purchasing power will not decline. 	  
5. Introducing products outside the mechanical de-scaling category could prove beneficial for 
the company by reducing the risk of only operating within one product category. A new 
product could also turn into a source of revenue that could be invested in product 
development, and ultimately contribute to the company's growth and improving its 
competitive market position. Because of these points of importance, diversification is rated 5 
on importance.	  
6. Rustibus electronic de-scalers are in the process of being certified for LNG vessels. This 
process includes comprehensive tests to make sure that the products will not set fire to any 
flammable liquids, which are transported by the vessel. The certification is very important for 
Rustibus, as the LNG vessel market is increasing, and the survey concluded that there is a 
demand among Rustibus' customers. It is not easy to estimate the likeliness of a possible 
certification, but it would indeed prove a great opportunity if it was certified. The 4 rated 
probability is therefore an approximate estimation. 	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11.2.4 Threat Matrix 
 
Figure 18: Threat Matrix 
Threat Criteria Importance Probability 
1. Decentralized organizational structure 3 3 
2. Copycats 3 3 
3. Highly competitive market 5 4 
4. Profitability fluctuates with changes in the industry 4 5 
Table 15: Threat Criteria  
1. Rustibus’ decentralized organizational structure could turn out to become an issue for the 
company, as mentioned in the value chain analysis. However, after so many years of 
operation, the company has proven to function with an efficient system of communication 
between the offices, which is why the probable threat is rated 3.	  
2. The company, which copies Rustibus' products, have become a liability. Firstly, because of 
their intellectual property infringement operation, but also because they are capturing market 
share that Rustibus could have possessed. Despite that, history has shown that customers 
prefer Rustibus' service and expertise, as Rustibus is a clear market leader compared to the 
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copycat company. That is why copycats is rated 3 on both importance and probability of the 
threat. 	  
3. The market for surface preparation products is highly competitive, and competing 
companies struggle for market share. For Rustibus, it is important to cut costs wherever 
possible and develop innovative products that are better than those of competing firms. 
Rustibus’ customers value quality, but the quality may not justify the price as competitors 
grow stronger and offer the same quality at a more reasonable price. Strong competitors with 
more diverse product portfolios also pose a threat by having the security of operating in 
varying industries, which is why the probable threat is rated 4. 	  
4. As Rustibus revenues were affected by the economic decline in 2009, it can be argued that 
Rustibus' profitability fluctuates in accordance with the trend of the shipping industry. 
Competing firms, which do not depend on one market’s condition, will have a competitive 
advantage in such scenarios, which is why importance is rated 4 and probability 5.	  
 
11.3 Critical success factors 
The weighted SWOT-analysis will help to identify critical success factors that Dalseide 
Shipping Services and Rustibus Pte Ltd should focus on to achieve its mission and the goal of 
diversification. The critical success factors are listed below. 
 
• Continuously doing research and development  
It is crucial for Rustibus Pte Ltd to maintain a high level of communication with the 
customers to find their needs and to meet demands. By communicating with the consumers, 
Rustibus Pte Ltd can inform Dalseide Shipping Services of the changes in demand. The 
changes in technological innovations and environmental regulations are critical aspects that 
are changing demand. It is crucial for a company to stay in touch with the latest technology 
and to adapt to the changes that are forced upon the industry. Not paying attention to these 
changes increases the maturity of the current product line and makes it easier for competitors 
and new entrants to gain competitive advantage.  
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• Investing in human capital  
To invest in human capital is vital for Rustibus. The need for high skilled and motivated 
employees is important. The reason for investing in human capital is to have employees that 
are knowledgeable and service-minded. The employees at Rustibus Pte Ltd are salespeople 
that represent Dalseide Shipping Services AS and Rustibus Pte Ltd. It is vital for the 
employees to deliver the promise of the product and brand to stay true to the company’s 
promise to its customers.  
 
• Building stronger relations with existing customers, and new relationships with 
new customers 
Relationship marketing is used to develop dependency between the customer and the 
supplier. The relationship creates mutual gain, a degree of specific investment and 
cooperation. The investments and cooperation should contribute to value-creation of the 
existing product. Value-creation should contribute to reducing costs and increasing revenues 
for both parties.104 In a competitive business-to-business market, maintaining and seeking 
new relationships is a critical success factor. 
 
• Communicating the introduction of new products and attributes to the industry 
When introducing a new product, communication with customers is an essential operating 
task for the marketers and sales personnel at Rustibus Pte Ltd. Brand positioning is the act of 
designing the company’s offering and image to occupy a distinctive place in the minds of the 
target market. The goal is to locate the brand in the minds of consumers to maximize the 
potential benefit to the firm.105 Highlighting the attributes that the new product possesses and 
how it will increase the benefits for the customer is a critical success factor. The product 
should have specific points-of-difference to that of competing brands.  
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12.1 Introduction – Strategic objective question three 
This section will answer what Dalseide Shipping Services has to consider when developing 
products and the recommended process of developing and introducing a new product. 
12.2 New Product Development (NPD) as a long-term growth strategy 
 
New product development (NPD) is an important success factor for creating long-term 
growth for Dalseide Shipping Services, as well as their competitors in the surface preparation 
industry. There are two methods of acquiring a new product: a company can add a new 
product through acquisitions, or it could develop the product themselves.106  For Rustibus, 
acquisitions could happen through: buying a new patent from another company, buying a 
license or franchise from another company or entering a joint venture. It is impossible for a 
company to rely on acquisitions as the sole activity for growth and at one point, organic 
growth becomes a must for success. Organic growth comes from hiring independent 
researchers or the use of existing researchers in the R&D department. The product could be a 
brand-new product or a modification of already existing products. The majority of new 
product development is devoted to already existing products. There are 8 stages in the new 
product development process that Rustibus needs to go through in order to succeed. The 
process is portrayed in Figure 19, which is the framework for this section.  
 
Figure 19: The new-product development decision process107 
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12.2.1 Idea generation 
Whenever a plan for product development is made, it always starts with the search for ideas. 
Ideas can come from interacting with customers, creative thinking, by looking at SWOT-
analyses, communicating with sales personnel or looking at competitors. By looking at the 
SWOT-analysis and the research done in this study, there are missing features in the Rustibus 
product. Certificates to use the machines on oil and gas vessels and de-scaling products for 
areas that are dominated by sand-blasting and hydro-blasting, are some of the missing 
features of Rustibus. 
 
12.2.2 Idea screening 
This stage involves evaluating the idea of a new product, and concerns the responsibility for 
product development. In idea screening, Dalseide Shipping Services is dependent on avoiding 
two types of errors. A drop- error occurs when the company dismisses a good idea. An 
example would be if a competitor executes the same idea and it becomes successful. A go-
error occurs when the company permits a poor idea to move into development and 
commercialization.108 Hence, the purpose of the idea screening for Dalseide Shipping 
Services is to review the ideas with a set of criteria. Typical criteria are: does the product 
meet a need? Would it offer superior value? Can it be distinctively advertised? Does the 
company have the necessary human capital or equity? All the SBUs should be involved in 
this activity, in order to use the comprehensive market knowledge that the different 
representatives posses. In addition, customers could test the product, as elaborated on the 
next section.  
 
12.2.3 Concept development and training 
Customers buy product concepts, not ideas. A product idea can be turned into many different 
concepts, and it is important to find the most valuable concept. The first question to be asked 
when testing the idea is: who will use the product? In this case the product could be a 
modified product, as we have recommended, or a brand-new de-scaling tool. Can the product 
be modified so that it may be used in other markets, perhaps in other areas than de-scaling of 
vessels? The second question is: what primary benefits should the product provide? The third 
and final question is: when will people use the product? After answering these questions, we 
can form several concepts for the product.109 Another question that needs to be asked is how 
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the consumer will react to the product? In this case it would be: how would the consumer 
perceive an evolution of current products so they may be used on LNG vessels? What is the 
cost involved in producing the product? Will it benefit Rustibus Pte Ltd?  
 
Concept testing means presenting the product concept, symbolically or physically, to the 
target consumer.110 By using late developed products, the chances of the new project being 
rejected are reduced, and Rustibus can avoid financial losses. However, new-to-the-world 
concepts are costly and time consuming and have a bigger chance of failure. An example of 
how a concept test towards the consumers might look like for Rustibus is shown below: 
 
Our products are de-scaling tools used on vessels for rust removal. These can be used both on 
voyage and in dock. The de-scaling tools are powered electrically or by gas/oil. We have 
added a few features so that the de-scaling tools are certified for use on LNG vessels. The 
purchase price will be X and the rental price will be X.  
 
The customers who are informed about the concept test needs to have some background 
information to answer the following questions. The information can be changed to Dalseide 
Shipping Services preference, but it needs to include what the new benefits are, or the new 
intended usage. Below is an example from Kotler&Keller:111 
1) “Communicability and believability – Are the benefits clear to you and believable? If 
the scores are low, the concept must be refined of revised. 
2) Need level – Do you see this product solving a problem or filling a need for you? The 
stronger the need, the higher the expected consumer interest 
3) Gap level – Do other products currently meet this need and satisfy you? The greater 
the gap, the higher the expected consumer interest. Marketers can multiply the need 
level by the gap level to produce a need-gap score. A high score means the consumer 
sees the product as filling a strong need to satisfied by available alternatives 
4) Perceived value – Is the price reasonable in relationship to the value of the product? 
The higher the perceived value, the higher is expected consumer interest 
5) Purchase intention –Would you (definitely, probably, probably not, definitely not) 
buy the product? Consumers who answered the first three questions positively should 
answer “definitely” here 
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6) User targets, purchase occasions, purchasing frequency – Who would use this 
product, when, and how often?”112 
In total, these questions give us an indication on how attractive the product is, the consumer 
perceptions, who the competitors are and which consumers to target. 
 
12.2.4 Marketing strategy development 
When Dalseide Shipping Services have conducted a successful concept test, the production 
manager can develop a preliminary three-part strategy plan for introducing a new product 
into the markets.  
- Stage one describes the target market’s size, structure and behaviour; the planned product 
positioning; and the sales, market share, and profit goals for the first operative years.  
-Stage two outlines the planned price, distribution strategy, and marketing budget for the first 
year. 
-Stage three of the marketing strategy plan describes the long-run sales and profit goals and 
marketing-mix strategy overt time.113 
 
12.2.5 Business analysis 
After the management at Rustibus Pte Ltd have developed a product concept and marketing 
strategy, they can evaluate the commercial attractiveness of the proposed business concept. 
The management at Rustibus Pte Ltd need to prepare sales, and cost and profit projections to 
determine whether the company’s objectives are satisfied. If the objectives are satisfied, the 
concept can move to the development stage.114 The Rustibus management should also include 
production costs, R&D costs, likely selling price (based on competitors, customers 
willingness to pay and development costs), profitability and break-even point.115 When 
Rustibus are at this stage it is important to stay objective in accordance with the analysis, and 
avoid irrational decisions in the favour of the product. 
 
12.2.6 Product development 
Research and development is about discovering new knowledge about products, processes, 
and services, and then applying that knowledge to create new and improved products, 
processes, and services that fill market needs.116 Evolving customer preferences determine the 
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current demand; consequently, market analysis is an important tool in predicting future 
preferences and developing/modifying the products accordingly. The new products should be 
up to date in terms of technological and environmental regulations in the respective markets. 
Investments into technological aspects of the product should be emphasized, as this could 
limit the chances of copycats copying core attributes.  
 
The products of Rustibus in the South East Asian market are produced in Norway, Bergen. 
Hence, the area of liability for product development is located there, meaning that Rustibus 
Pte Ltd has no responsibility in developing new products. However, they have significant 
responsibility in conducting market studies and research, as do all the SBUs. Dalseide 
Shipping Services should encourage all the SBUs to improve in the future and generate ideas 
about product development that fit each respective market. The goal is to become more 
sustainable. 
 
12.2.7 Marketing testing 
When management are satisfied with functionality and psychological performance, the 
product is ready to be dressed up with a brand name and packaging and put into a market test. 
But not all companies perform marketing tests. When producing a high-priced product, 
proper research has usually been done pre-production, so testing the product is not always 
desirable. Rustibus is familiar with their products and customer needs, and it is unnecessary 
to utilize financial resources to pre-test quality products that are highly regarded by 
consumers. 
 
12.2.8 Commercialization 
Commercialization is the last step before production gets the go-ahead. When the choice is 
made, the company faces the biggest cost of launching a new product. The start-up costs for 
production are high and this is also true of marketing costs. Rustibus should focus on the 
marketing mix, the four C’s, which will be explained later on. This is how the company 
communicates the new product to the consumers. There are also the questions of when, 
where, to whom and how.  
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When is very important for Dalseide Shipping Services when launching a new product. It is 
not very likely that a competitor would launch a new product with the same characteristic as 
Dalseide Shipping Services’ at the same time, but one must be aware of the potential threat. 
If the development stage is finished, and a competitive firm launches a competitive product, 
they face three choices.  
1. First mover - (get the first mover’s advantage and gain leadership). If Dalseide Shipping 
Services choose to be the first mover, they could face the possibility of bugs with the 
product. 
2. Parallel entry – Choosing this option implies that the company launch the product at the 
same time as their competitors. This could be a good choice, because of the Rustibus 
reputation. 
3. Late entry – Dalseide Shipping Services could delay the launch of the new product until 
after the competitors have entered the market. The competitors will have to bare the cost 
of “educating” the market.117 
Dalseide Shipping Services should also consider the fact that the new product is a 
replacement for the old one, which means that launching the new product before the 
stock of the old product is empty would lead to a loss of income. 
 
Where Dalseide Shipping Services launch the product is an important factor. Should they go 
for a worldwide launch or a regional? The company size is an important factor that could 
determine this, but since Rustibus is a multinational company with customers all over the 
world, the launch of a new product should be global.  
Who should be the target customers? There should be a focus on getting the innovators and 
early adopters because they are the ones that go for innovative products and often spread the 
word to followers. This would increase sales frequency.  
How, is the last part of the commercialization process. Before the launch, Dalseide Shipping 
Services   must develop a marketing strategy plan for the introduction. Some new product 
launches suffer from insufficient funds, so it might take longer for the product to get where it 
is wanted in the life cycle. It is important to allocate sufficient funds to the launch, but not 
overspend. To coordinate the many activities involved in the launching of a new product, 
management can use network-planning techniques such as critical path scheduling (CPS).118 
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This involves developing a chart that shows the simultaneous and sequential activities that 
must take place to launch the product, 
The Consumer-Adoption Process 
Adoption is an individual decision to become a regular user of a product. The consumer-
adaption process is followed by consumer-loyalty process. These are the concerns of the 
established producer. If the product has high switching costs, which implies either financial 
or social cost, the customer would be more reluctant to switch if competitors were to launch a 
product that fulfilled the same needs as Rustibus’. The goal is to increase the switching cost 
so that customers stay loyal. An example of increasing switching cost is to deliver a high 
level of service to the customer.    
 
Stages in the adaption process 
Innovations are goods, services, or ideas that someone perceives as new, regardless of their 
history. Innovations take time to spread. Everett Rogers defines the innovation diffusion 
process as “the spread of a new idea from its source of invention or creation to its ultimate 
users or adopters”.119 Adoptors go through five stages: 
1. Awareness – The consumer becomes aware of the innovation but lacks information. 
To meet and create awareness of the new product, Dalseide Shipping Services need to 
contact customers and spread the word of new and improved products, as well as 
traditional marketing through website, stands etc. 
2. Interest – When consumers are aware of the new offered Rustibus product, they will 
develop an interest in the new product and start to seek information. The consumers 
will compare the product with the products of competitors. When offering a high-
price product, as Rustibus does, there is the chance of getting stuck in this position, 
due to high start-up costs. If this were to happen, Rustibus should promote the rental 
service. 
3. Evaluation – The consumer is considering whether or not to try the new product. 
4. Trial - This is the stage where consumers try the product to see if it meets 
expectations. It is important to have done sufficient research prior to the launch so 
that the product is perfect. Failing at this stage could lead to financial drawbacks for 
the company.  
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5. Adoption – The consumer decides to purchase the product on a regular basis. This is 
the goal when launching a new product. 
 
All of the eight stages above are of concern when launching a new product. Next we will 
discuss additional concerns and challenges of a product lunch, including the importance of 
intellectual property, trademark and patent issues. 
 
12.3 Challenges in new-product development 
In a continuous evolving market, there is a need for innovations. Highly innovative firms are 
able to identify, and quickly seize new market opportunities. Dalseide Shipping Services 
needs to stay ahead to be competitive. A company can be innovative through different types 
of development and Dalseide Shipping Services should focus on incremental innovation. 
Incremental innovation implies the evolution of current products to enter new markets. 
Dalseide Shipping Services should focus on reinventing existing products as well as 
developing new products for different intentions. When developing new products, there is 
always the chance of failure. Studies have shown that the worldwide failure rate is as high as 
50%.120 The threat of copycats should also be addressed. BC International is a threat for 
Dalseide Shipping Services. BC International has copied Rustibus’ products previously, with 
there Rustibit products, and might do it again. 
 
12.4 Product life cycle 
In a market with strong competition, it is important that Rustibus stays proactive in order to 
be competitive and keep their respective market shares. When introducing the new product, 
there are 4 different stages that need to be taken into consideration. The first stage is the 
introduction stage. When a product has been developed and is ready for launch, sales are 
usually low. The reason being that it is unknown to the consumers as well as being 
underdeveloped. Costs are high at this stage due to low sales and high production costs. This 
leads to a negative cash flow. However, after a while, the income will increase and 
production costs will go down. This will happen late in the growth stage. When launching the 
new product, Dalseide Shipping Services needs high equity to support the launch. Figure 20 
shows the product life cycle.  
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Figure 20: Advanced product life-cycle model 
 
12.5 Protection of product 
12.5.1 Intellectual property:  
When launching a new product, Dalseide Shipping Services should protect the product. 
Protection comes through having certain exclusive rights regarding the firm’s creativity and 
innovativeness used in the product. As suggested earlier in the study, Dalseide Shipping 
Services should differentiate their product from competing products if they are to launch a 
new product. Hence, having a patent and a trademark on the product can assist in preventing 
the competitors from “stealing the idea”.121 Having intellectual property rights can be a 
competitive advantage for the company, as no competitors can use the same technology, 
design etc. 
 
12.5.2 Patent: 
A patent is a grant made by a government that confers upon the creator of an invention the 
sole right to make, use, and sell that invention for a set period of time. It gives a monopoly or 
exclusive right to prevent others from using, copying or making the patented invention.122  
If the new products possess significant differentiated attributes from the competing products, 
or are a unique idea, Dalseide Shipping Services should request a patent when the product is 
commercialized. Applying for patent is quite important if the product includes new 
technology. This could lead to a competitive advantage, as long as the invention is attractive 
for the target markets. This is especially true in the first couple of years of production, as it 
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will secure the investments made and reduce the risk of copycats entering the market. The 
patent only lasts for a limited period of time, 20 years from the issued date is the maximum 
period of time in general, but this depends on country of jurisdiction.  
To grant a patent, an application must be delivered to the patent office that has the 
jurisdiction over the respective geographical area. It could be a national or a regional patent 
office, such as the European Patent Office (EPO). Nevertheless, The Patent Cooperation 
Treaty (PCT) is an international patent law treaty that protects inventions in each of its 
contracting states. The contracting states are the states that participate in the International 
Patent Cooperation Union. There are 142 current states that have signed the treaty, including 
all of the major industrialized countries.123 Dalseide Shipping Services should file for a PCT 
application if they are launching products that are suitable in all the global markets. The 
Nordic Patent Institute (NPI) in Denmark is the closest patent office that processes PCT 
applications.  
 
12.5.3 Trademark 
A trademark is a sign, which can distinguish Dalseide Shipping Services’s goods and services 
from the competitors (A trade mark can be referred to as the "brand"). It can be words, logos 
or a combination of both.124 In this case, the Rustibus logo will apply as the trademark.  
The new product should be trademarked with the respective logo, giving Dalseide Shipping 
Services exclusive ownership of the product. Unauthorized use of a trademark without the 
owner’s consent is an infringement, using an identical or similar mark on identical or similar 
goods. The facts that the law protects the brand, reduces the risk of the brand’s name being 
abused. A trademark is usually valid for 10 years. The only way to register your trademark is 
to apply through an intellectual property office, but the brand will only be protected within a 
certain geographical area. As Dalseide Shipping Services is operating globally, it is essential 
to protect the product in all the operating markets. The Madrid System for the International 
Registration of Marks is an international system that facilitates registration for a trademark in 
numerous jurisdictions worldwide. These applications are generally filed at the nearest 
intellectual property office.125    
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12.6 Conclusion 
In a highly competitive market it is crucial for Dalseide Shipping Services to stay ahead of 
the competitors. Dalseide Shipping Services needs to be innovative and keep on improving 
existing products. They must strive to offer the best products in the Marine Maintenance 
Industry. Even though our knowledge of the industry is limited, we believe that making 
changes is the key to creating a sustainable business. The introduction of LNG certifications 
to already existing products and the possibility of introducing products that fit the use in all 
areas of surface preparation to the product range is the key to remain competitive. The above-
mentioned issues must be addressed and followed before the product launch is possible. 
 
13.1 Introduction – Strategic objective question four 
This section proposes which marketing mix Rustibus should apply when launching their new 
product.  
13.2 Marketing mix – The Four C’s 
Kotler and Keller define the marketing mix “as a set of marketing tools the firm uses to 
pursue its marketing objectives and are strategic tools that a company utilize in its marketing 
objectives.”126 
 
Instead of using the more common “Four P's Model” in the marketing mix strategy, it was 
decided that “The Four C’s” model would be more applicable for Rustibus Pte Ltd. The 
original assumption of the marketing mix is that the "product" creates value, "promotion" 
communicates value, "place" delivers value and the "price" captures value. The four C's is a 
more consumer-oriented model, as it allows the company to make decisions based on 
customer needs, and fits the surface preparation niche market. Lauterborn developed the 
“Four C's” in 1993, and changed the “Four P's”, which are product, price, promotion and 
place to customer value, cost, convenience and communication.127 
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Figure 21: The Four C’s Model 
 
13.2.1 Customer value (Product) 
Customer value includes product variety, quality, services, design etc. By looking at products 
as customer value, one needs to recognize what customers want to develop products that 
match their criteria. Focusing on customer value allows Rustibus Pte Ltd to create ideal 
customer perceptions of their products, as customers are concerned with the value they get 
from buying a product. In other words, customer value is the value Rustibus Pte Ltd provides 
and how customers perceive it. 
Customer value can be calculated as follows: (Results + Experience Quality) / (Price + 
Access Costs).128 "Results" in the calculation refers to the result of using Rustibus de-scalers. 
In Rustibus' case, results can be translated into the SA standards for the level of surface 
preparation. "Experience quality" is the overall degree of satisfaction experienced while using 
the de-scaling machines. As Rustibus' machines are efficient, safe and are made of high 
quality components, the experience quality can be considered excellent. The "Price" of 
Rustibus' machines is above its competitors, which is justified by their superior qualities. The 
"Access cost" refers to the cost that customers have to pay to be able to buy the product. For 
instance, the freight cost from the distributor to the customer. For customers of Rustibus Pte 
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Ltd, this cost will vary according to their geographical location in relation to the Singapore 
office.  
Findings in the survey identified strong customer satisfaction with Rustibus' products and 
their favourable attributes. On the other hand, limitations concerning LNG vessel usage were 
raised, which signifies a customer demand, and an opportunity to increase the products' value 
based on customer value. The electronic line of Rustibus de-scalers is in the process of being 
certified for LNG vessel usage. If the products are certified, they will increase in perceived 
product value.  
Pinovo, which is targeting the oil and gas vessel and pipe market, is likely to be valued for its 
innovative attributes and efficiency. Information concerning this product is limited, but if the 
previously discussed (in section 2.4) attributes are well received, the product has all the 
qualities necessary to succeed as a highly valued product. The world's second largest 
shipping company, owned by Norwegian shipping mogul John Fredriksen, recently acquired 
six LNG vessels, which could indicate a growth within the market for surface preparation 
products in oil and gas related applications.129  
 
13.2.2 Cost (Price) 
Rustibus has to focus on cost instead of price. The difference is to think about cost as 
something the customers are willing to pay instead of something the company charge. Price is 
often used as a competition tool, charging lower prices than competitors to gain more 
customers. Rustibus Pte Ltd should focus on maximizing the customer’s value instead of 
maximizing profit. When doing this, the customer is likely to pay the price, even if it is 
higher than the competitors. This will in turn maximize profits. 
When practicing the value-based- and customer-centred approach for pricing, one should 
start out with customers' demand to create a desired value, and set a price based on that value 
in conjunction with the production cost to generate a profitable margin. These steps can be 
illustrated as follows:  
CUSTOMERS -> VALUE -> PRICE -> COST -> PRODUCT130 
To find what customers are willing to pay, Rustibus should perform economic value 
estimation, as displayed in Figure 22. 
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Figure 22: Estimation of Economic Value 
The base of the estimation begins with reference value, which is what competitors are 
charging. Rustibus should then identify additional value drivers to add on to that reference 
value. These value drivers could include: value of extra quality, durability, safe operation and 
more. All value drivers added up constitute the differentiation value, which is added to the 
reference value. In combination, these values make up the total economic value.131   
 
13.2.3 Convenience (Place) 
Rustibus Pte Ltd have to focus on where it is convenient to buy instead of place. The 
difference is that one must think of where it is convenient to buy the product instead of just 
the place to sell it. By changing place with convenience, it allows Rustibus Pte Ltd to rethink 
how and where to do the sales by meeting the customer’s needs. Focus on making it as easy 
as possible for the customer to purchase from the company. 
Rustibus Pte Ltd's relationship focused customer service, allows the office to have a close 
dialogue with customers and to stay on track with their surface preparation needs. As 
Rustibus Pte Ltd's office holds a stock of products, the machines are transported to customers 
from Singapore to desired destinations. The Singapore SBU is situated near to key markets in 
the Southeast Asia region, which is a strategic location. Rustibus Pte Ltd's expansion into the 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Diploma Project – Singapore 2011	  
	   97	  
Dubai market, suggests a larger geographical area of distribution, longer freight journeys and 
higher transportation costs. The office should therefore consider the liability of these extra 
costs. Currently, the Singapore office keep a stock of Rustibus machines at all times, and 
orders ten to eleven pallets of machines for freight by sea every four months. If a customer 
wants to buy a machine that is not in stock, the office use express freights by air to satisfy 
their customer's wish. Considering these solutions, the office does not need to expand their 
distribution operation outside of Singapore, as the SBU serves this function satisfactorily.   
 
13.2.4 Communication (Promotion) 
Rustibus Pte Ltd needs to communicate with the customer instead of a one-way promotion 
strategy. Promotion is the old method of communicating to the customer. Instead of one-way 
communication through promotion, “communication” in the four C’s offers a two-way 
communication with the customer. It requires a give and take between the seller and buyer. 
This includes using websites in marketing, phone numbers and listing to the customers when 
meeting them and building relationships, which Rustibus Pte Ltd is already doing.  
Naturally, companies should select the promotion strategy, which is most efficient in their 
current state. Rustibus Pte Ltd's word-of-mouth and exhibition marketing effort has shown to 
serve its function, as the Singapore office has obtained a significant customer list. In view of 
their present situation with a possible product launch and LNG vessel certification, the 
company needs to reinvent their promotion efforts to increase communication with potential 
customers in the market. The revolutionary attributes of Pinovo (as stated by Rustibus Pte 
Ltd), have to be communicated to both present and potential customers. Using the Internet 
could be a cost and overall effective way to introduce the new product and create awareness, 
as well as the product showcasing at industry exhibitions. To engage in effective Internet 
communication with customers, it is necessary to develop an excellent Internet site, which is 
informative and easy to navigate. Newsletter e-mails to customers should also be employed, 
but it is important to limit the amount of e-mails, as they could be perceived as spam, and 
thus give a negative impression of the company. Through its communication with customers, 
the company should position itself as a leading player in the market, by informing customers 
of their products' attributes.  
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The Internet can be a productive promotion channel, but because of the importance of 
business relationships in Southeast Asian markets, the Internet should be an addition to the 
relationship-based promotion. Until now, Rustibus Pte Ltd's sales team's expertise has helped 
customers to satisfy their needs, and maximize customer satisfaction. This resource has led to 
the maintenance of good customer relationships, as their relationship-focused service implies 
a frequent dialogue with customers and being ready to assist with their service needs. In 
conclusion, to obtain new customers, Rustibus Pte Ltd should expand their current promotion 
efforts to include an Internet marketing effort to create awareness, and position their brands 
(Rustibus and Pinovo) as leading providers of surface preparation products.  
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14.1 Summary and Conclusion of Part One and Part Two 
The Marine Maintenance Industry is a highly competitive industry to operate in. The surface 
preparation products offered in the industry are reaching maturity in the product life cycle, 
thus increasing competition. Being reactive is not an option for Dalseide Shipping Services, 
as they pride themselves on having innovative products. This is also one of their greatest 
advantage and challenge. The company has positioned itself in the minds of consumers as 
being a proactive innovator of quality products with the latest technology. The activity at 
Rustibus’ R&D department is one of the important factors that have contributed to the 
success of the company, if not the most important. The continuance of product development 
and product enhancement will be the greatest contributor to the future growth of the 
company.  
If Rustibus decides to initiate production of products for new areas within the surface 
preparation segment, the production of these products should be carefully monitored by and 
developed with the input of representatives from the whole company, including the SBUs. 
The experience and knowledge of the SBU representatives is crucial to include in the 
planning stage of the product development. Although Rustibus’ customers operate within the 
same industry, it does not necessarily imply that preferences are the same in every region, or 
even within the regions. The attributes of the actual product should include those attributes 
emphasized as important by the customers. Further research into Rustibus’ markets is crucial 
for the success of the new products.  
The fact that most of the production activity is being relocated to Antwerp makes it 
somewhat harder for management to control the production. It is important that the new 
product is developed and manufactured in Norway, and the production is expanded to 
Antwerp after production trials to ensure the quality of the product. The relocation of the 
main production facility to Antwerp has made the distribution of products easier and reduced 
the production cost, as prices are high in Norway. This enables the company to reinforce its 
competitive position in a highly, and increasing, competitive industry.  
It is important that the new products being developed are of the same standard as previous 
products. To assure this, communication between Rustibus and the customers is vital. The 
SBUs should be responsible for providing the company with feedback, from customers on 
which attributes of the current product can be improved to fit the desired operational areas. 
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The internal and external analysis revealed several factors, which led to the conclusion that 
Dalseide Shipping Services should diversify their product line. These factors include: import 
growth in key markets in the Southeast Asian region, increased competitive rivalry within the 
industry, changes in customer demand and technological evolution. The most important 
reason for Dalseide Shipping Services to diversify is to remain competitive and be the 
customers’ first choice in surface preparation equipment. If the company continues without 
developing new products, Rusitbus Pte Ltd could face the loss of market share in Southeast 
Asia, as main competitors have diversified. This will not only affect the SBU financially, but 
will also enable the competitors to develop competitive advantages. The conclusion is that 
the competitive environment and an increase in demand for high quality Rustibus products in 
surface preparation areas where Rustibus are yet to deliver are the reasons for diversification. 
In addition, the primary and secondary data collection identified several other future 
obstacles. They were summed up in the SWOT-analysis and include issues such as: a 
decentralized organizational structure and the threat of copycats. After establishing the need 
for diversification, strategies for Dalseide Shipping Services and Rustibus Pte Ltd were 
formed.  
The recommended strategy is to diversify into the same business through product evolution. 
It is of great importance that the new product possesses a set of differentiated attributes. For 
example: increased quality, increased efficiency, user friendliness, environmentally friendly 
etc. When launching the new product, it is vital to create customer awareness through a well 
thought-out marketing strategy and create additional customer value during sales and service. 
To create awareness, communicating with customers and continuing relationship building is a 
critical success factor for Rustibus Pte Ltd. Investments in human capital is also a critical 
success factor for Rustibus Pte Ltd, as the employees represent the company and the 
promised value of the products. For Dalseide Shipping Services, the critical success factor is 
the continuing of research and development. The increase in the worlds LNG vessel fleet 
implies an increase in demand for surface preparation equipment that fit this type of vessel. 
Dalseide Shipping Services should acknowledge this and develop a product that fit this 
category or improve upon existing products. The opportunity that lies in the Pinovo 
technology is a future strength for Dalseide Shipping Services, as they can diversify into a 
new line of business thus expanding their product portfolio, which could ensure the future 
growth of the company.  
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Appendix 1 
Survey On Attitudes Towards Future Obstacles- And Products  
Of The Marine Maintenance Industry 
 
This survey is part of a final year Diploma project conducted by exchange students from the 
Norwegian School of Management BI studying at Nanyang Technological University (NTU, 
Nanyang Business School, Singapore). Rustibus Pte Ltd is in the process of deciding on 
whether or not to diversify their product line in their respective markets in Asia. The purpose 
of the survey is to reveal attitudes, opinions, and future hopes for de-scaling products in the 
Marine Maintenance Industry. We would very much appreciate it if you could take 20-25 
minutes of your time to fill in this survey. All information will be kept strictly confidential. If 
you have any questions or concerns about this survey, please let us know! The contact 
information will be provided in the introduction letter.   
Thank you! 
 
Work title/position:  
Part A: Introduction questions 
1) How frequently do you use de-scaling products for your vessels? 
 
 
(Please fill in using the text-box) 
 
 
 
 
 
 
 
 
 
2) How often do you buy de-scaling products? 
 
(Please fill in using the text-box) 
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3) How often do you rent de-scaling products? 
 
        (Please fill in using the text-box) 
 
 
 
 
 
 
4) Who conducts the surface preparation for your vessel(s)? 
           Own crew   Outsourcing   
 
      5) Which method of surface preparation do you use? 
                  (Please tick the methods you use below) 
Hydro-blasting 
Sand-blasting  
Manual Chippers 
Mechanical de-scaling 
Others (please specify)_________________________ 
 
Part B: Rustibus Products 
1) Are you familiar with the products and services of Rustibus? 
     Yes        No 
 
2) How satisfied are you with the current Rustibus product(s) and what they offer in 
their product portfolio? 
 
- Please give the reasons for your answer 
                  (Please fill in using the text-box) 
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3) Do you prefer Rustibus products to other de-scaling products? 
- If yes, please explain why? 
- If no, please explain why? 
 
(Please fill in using the text-box) 
 
 
 
 
 
4) Do you believe Rustibus is lacking any attributes/ features in their offered products 
and services? 
Yes No 
- If yes, what? 
 
(Please fill in using the text-box) 
 
 
 
 
 
 
 
 
 
 
5) What current attributes/features of the Rustibus product do you think could be 
improved? 
             
(Please fill in using the text-box) 
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6) Please rate Rustibus on the following criteria. 
Please rate the following buying criteria on a scale from 1 to 5, where 1 is the lowest- 
and 5 is the highest value:  
(Please mark your choice in each alternative)  
     
 
                                                 1 2 3 4 5 
 
Price 
 
 
Product quality/lifetime   
 
Efficiency  
 
 
In transit operation 
 
 
User friendly 
 
Environmentally friendly  
 
 
Service  
 
Availability of spare parts 
 
 
Safety  
 
Other (please specify) ______________________________ 
 
Part C: Purchase criteria  
1) What are your main criteria for buying a surface preparation product? 
Please rate the following buying criteria on a scale from 1 to 5, where 1 is the lowest- 
and 5 is the highest value:  
(Please mark your choice in each alternative)  
     
 
                                                 1 2 3 4 5 
 
Price 
 
 
Product quality/lifetime   
 
Efficiency  
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In transit operation 
 
 
User friendly 
 
Environmentally friendly  
 
 
Service  
 
Availability of spare parts 
 
 
Safety  
 
Other (please specify) ______________________________ 
 
 
 
 
2) What is the main reason(s) for buying a Rustibus product as opposed to competing 
brands/products? 
 
(Please fill in using the text-box) 
 
 
 
 
 
Part D: The future of the Marine Maintenance Industry 
1) Do you believe that the environmental impact will become a more significant 
criterion when buying de-scaling products in the future? 
 
- If yes, please explain why? 
 
(Please fill in using the text-box) 
 
 
 
 
 
 
 
 
- If 
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no, please explain why? 
 
(Please fill in using the text-box) 
 
 
 
 
 
 
 
 
 
 
 
 
2) Do you believe that mechanical surface preparation products have reached the 
saturation point? 
 
Yes  No  Maybe 
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3) If you have any additional information or thoughts about the future of Rustibus or The 
Marine Maintenance Industry as a whole, please feel free to elaborate in the text-box 
below. 
 
(Please fill in using the text-box) 
 
 
 
 
 
 
 
 
 
 
Thank you for answering the survey. Your contribution is highly appreciated.  
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